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zwill help your summer sales if you stock the proper pieces 


Pewter’s continuing popularity 
makes it a most profitable sales- 
leader for the summer months— 
when the requirements of country 
homes are being discussed—when 
vacationists are buying a few choice 
pieces for personal use or gifts. 
During this season, good Pewter on 
your shelves and in your window 
will reward you with a brisk vol- 
ume of business. 


But it must be good pewter! The 
past two or three years have taught 
most people to distinguish authen- 
tic design and honest handiwork 
from the mediocre merchandise 
too often tagged and sold as “‘pew- 
ter.” Play safe, as many gift and 
art shop owners have done, by 
stocking only pewter produced by 
craftsmen of the _ International 
Silver Company. 


In the International line you'll find 
a rich variety of sets and individual 
pieces. A very few of them are 
pictured on this page. There are 
faithful reproductions of fine 
Colonial pewter, treasured in mu- 
seums and private collections .. . 
choice examples of English, Irish 
and Scandinavian ware ... and 
some patterns wholly modern. All 
of them bear one of the three little 
pewterer’s “touch marks” shown 
below. 


Those marks are familiar to your 
customers from our magazine ad- 


TRUST THESE THREE ‘‘TOUCH MARKS’’ 








BREWSTER 
PEWTER 












vertising. For full information 
and prices, address Pewter Dept. 
C-13, International Silver Com- 
pany, Meriden, Conn. 
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Just before the big presses are run, the 
editor gets his stone proofs. He has three 
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Wedding Ring Designs 
That Multiply Profits 








W-119—18K and Platinum, 
hand-chased, metal-lapped facets 


W-121 
18K White Gold $7.00 List 
$9.90 List 10% Iridium Platinum $17.00 List 


FR E With each order of one dozen or more ot these wedding rings, this 
distintive modern seven-piece Wood Ring Display, including a cen- 


ter-piece 9%" wide by 1234” high, and six individual pieces, 24“ wide by 4” high. 





These are wedding rings in the latest Paris mode—rings that your competitor 
cannot match —rings of sure-selling beauty, backed by Wood quality and 
Wood National Advertising—and at prices that offer big profit possibilities. 
Fill in your stock now. Feature these new designs with the FREE Display— 


and get all the profits the season can bring you. The time is short — act now! 


J.R. WOOD & SONS, Inc. 


Makers of Fine Rings Since 1850 
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Stop Aiding the Retailing-Wholesaler 


For fully four score years, 
the retail jeweler of this country has felt that he suffered from the unfair 
competition of the wholesaler who sold directly to the consumer. But 
never in all that time has this competition reached the proportions that it 
has assumed in the last five years and particularly at the present time. 
For now pseudo wholesalers are sending their catalogs broadcast through- 
out the country into every city, village, town and hamlet. It is safe to 
say that there is not a large business organization of the country that is 
not receiving catalogs purporting to. be “wholesale jewelers’”’ catalogs 
with a notation that the employes of these concerns are entitled to pur- 
chase watches, diamonds, jewelry, silver, silver plated and other wares 
illustrated therein at the wholesale price, i.e.; 50 per cent from the price 
listed, with sometimes a cash discount as well. 

The effect on the business of the average retailer is little less than dis- 
astrous because even when the list prices of these catalogs have been ma- 
nipulated so as to make the net price produce a retail profit, most of 
them contain at least some nationally advertised merchandise listing a 
nationally advertised price that the reputable jeweler is supposed to uphold. 
The effect is, first, to create the impression with the public that the catalog 
house is selling everything at a similar reduction and, second, that the 
ordinary jeweler is a “profiteer” and is asking prices far above those to 
which he was entitled. 


I. is hoped that some relief 
will come from the present legal actions that have been proposed by our 
national associations, but other action must be taken both in the way 
of education of the public and of the manufacturers of our industry, to 
make the public and business world realize that this “short-circuiting” of 
the normal lines of economic distribution will end disastrously to the in- 
dustry, unless stopped immediately. 

The manufacturers throughout this industry can do much to help curtail 
this abuse if they will refuse to recognize as wholesalers, those concerns 
who are actually retailers, and refuse to give them the jobbers’ price. 
Even the Supreme Court has been bound to recognize the principle that 


‘it is not the amount of merchandise purchased that establishes the status 


of a firm as a wholesaler or retailer, but the conditions under which that 
merchandise is sold, i.e.; whether it is to dealers or to consumers. A 
forward step in eliminating the condition would be made if the manufac- 
turers will decline to supply to the pseudo wholesalers, free of charge, 
inserts illustrating and describing their merchandise for use in catalogs 
which go to the consumer. Some of these catalogs are little more than 
combinations of supplements supplied by the manufacturers. 


F is especially important 
that the manufacturer of nationally advertised merchandise with a sug- 
gested selling price take steps to see that the inserts which they supply 
legitimate wholesalers are not used by these pseudo wholesalers in the 
catalogs that go to the consumer. For it is the illustration of this mer- 
chandise with the 50 per cent discount that does the greatest harm to 
the jewelry trade. The manufacturer who supplies these inserts to the 
retailing-wholesaler must share the responsibility for the harm they do. 
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Milton F. Cravender, manager of the diamond de- 
partment, J. B. Hudson, Inc., Minneapolis, Minn., 
has developed a capacity for successfully merchan- 


dising diamonds. He reduces salesmanship to a 

formula so that an appeal can be built to the class 

or level of the clientele of your store. His practices 

on selling will prove profitable, if their application is 
given free action to operate. 
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DIAMONDS DEMAND 
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In this article, written from practical experience, 
you will find the answer to many perplexing sales 
problems. How to analyze your customer, price 
presentation, the salesman’s personality and its 
effect upon the customer, and other prominent 
points necessary in intelligent salesmanship in your 


diamond department. 








dd 

Te gain prestige, 
one must have certain ideals and stand by them regard- 
less of changing conditions, and what one’s competitor 
does,” said Milton F. Gravender, manager of the diamond 
department of J. B. Hudson, Inc., Minneapolis, Minn. 
“First of all, it is meccessary to be honest with the cus- 
tomer, and with one’s self. Do not sell cheap and poorly 
made merchandise. ‘The purchaser is sure to realize 
sooner or later that it will not stand up. Be frank, and 
tell the truth about quality. Do not call a stone “‘perfect”’ 
unless it is flawless in construction and color. Guard 
against over-enthusiasm, which might be the cause of 
false statements.” 

“When showing diamonds to the customer, present 
them in a manner which is in keeping with their elegance 
and costliness, and not as though they were so many 
pieces of hardware. Do not handle stones in a careless 
manner. Show loose ones with tweezers instead of using 
the fingers. Never permit finger marks to get on dia- 
monds, as that above everything else takes away the cus- 
tomer’s respect for the merchandise and the store. Show 
gems in up-to-date settings. Use trays of fine quality, 
and display a large number of the pieces individually.” 

“Always use an inviting tone of voice, and an expres- 
sion of eagerness to help the customers. First determine 
whether he is simply looking around, or if he wishes the 
salesman’s assistance. Some people want to look alone, 
and as they are not in the market for the time being it 
is well to not be too aggressive as it perhaps would force 
them away. Just what should be said to the customer 
depends upon the individual addressed, and the salesman’s 
ability to read character plays an important part in his 
work. If the prospective purchaser has the intention of 
buying, then it should be determined whether it is for 
himself or for another. The effect of the salesman’s per- 
sonal appearance is a vital factor in getting the right 
start for a sale. 


“If the customer is of a quick temperament, move 
rapidly from point to point, give your ideas free rein, and 
waste no time. Speak fluently, and place the entire pic- 
ture before him instantaneously. Going slowly with 
such a person irritates him, and throws barriers between 
the salesman and his customer. ‘The approach must be 
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Above is a view of a corner in the diamond depart- 
ment of J. B. Hudson, Inc., Minneapolis, Minn. 


made over the line of least resistance. When the sales 
talk is too slow, the customer’s mind is ahead of the argu- 
ments, he gets the points through his own effort, he 
despises the salesman for inability to explain his mer- 
chandise, and wonders if he is familiar with the articles 
which he is trying to sell. If a close mental contact is 
maintained, the customer is greatly pleased, feels that the 
salesman has a grasp of his subject, and considers him 
an expert, thus establishing confidence, which is the basis 
of a diamond sale. On the other hand, going too rapidly 
with a person of slow temperament displeases him be- 
cause he can not comfortably follow the discourse, places 
him in a state of mental confusion because his ideas do 
not have time to form, and leaves him undecided, uncer- 
tain, irritated and dissatisfied. “The customer of medium 
temperament is most easily handled, since the salesman 
simply has to go at whatever pace the person sets.” 


“It frequently happens that a haberdashery salesman 
says, ‘I wear this myself.’ This is a dangerous remark 
for a person who is identified with merchandise of any 
type to make to a stranger, and it is particularly true in 
a jewelry store. Reaction always equals action, and speak- 
ing that way to a stranger is too familiar. Since familiarity 
breeds contempt, it tends to drive the customer away. 
Were the reference made to flatware or hollowware, in 
saying, ‘I have this at home myself,’ a favorable impres- 
sion might be created, when the customer is well known 
to the sales person. Diamonds are different. The sales- 
man is dealing with personal taste on a matter of style, 
and to try and force his private opinions upon the cus- 
tomer, repels instead of attracts.” 
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ILLFUL SELLING METHODS 








“Do not sell cheap and poorly made merchandise, as 
the purchaser is sure to realize sooner or later that 
it will not stand up,” says Mr. Gravender. 








“One should not attempt to sell diamonds without being 
thoroughly familiar with the business from the stand- 
points of design, quality of material, and the adaptability 
of each piece to the needs of the public. The salesman 
must be able to answer questions intelligently, especially 
when they pertain to the value of stones. The undivided 
attention of the customer is an important aid to a sale, 
and therefore it is wise to take a prospect into the dia- 
mond room. 


Beles showing jewelry 
a salesman must know about what the customer wants to 
spend. Then merchandise in his price range is brought to 
his attention. Always stay down to a point that you think 
the customer can reach, but it is advisable to show pieces 
which are on the upper border of his purchasing ability. 
When going to a more expensive article the prospect 
might be told that there is a particular design or style 
which you would like to have him see. ‘To announce the 
price of each piece is inadvisable, and the customer can 
always look at the tag in case he wants to know. Treat 
everyone who stops at the show case as a potential buyer, 
because outward appearances do not necessarily indicate 
a man’s ability to buy jewelry. 
“Changing the price will not help sell a diamond. It 
(Turn to page 71) 


Emil Brunner, a jeweler at Westfield, N. J., 

a town of 3000 commuters, discusses suc- 

cessful sales plans that have produced busi- 
ness for his store. 
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The hand written effect of these letters 

assures their being read by the recipients, 

the copy being intimate and sales compel- 
ling. At least they are different. 
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I, was just an experiment 


—coming as it did in the middle of March—but it was 
an experiment that proved something,” Emil Brunner, 
jeweler of Westfield, N. J., says this about a window of 
sterling silver gift items that brought business into his 
store. 

Mr. Brunner’s store is located on the main shopping 
thoroughfare of a community having over 3000 com- 
muters, a large proportion of whom pass his store twice 
daily, and all of whom are legitimate prospects for the 
sale of his merchandise. In this article he tells how he 
makes these prospects buy. 

“The middle of March is normally a very slack period 
in the retail silverware business. This is common knowl- 
edge. However, I felt that if sterling silver could be 
presented in a new way—a way that would attract at- 
tention—it would sell. And so I put this window in 
for a full week. Even while the display was being set 
up, it caught the eye of passersby who were hurrying 
on and they stopped to examine it more closely. Why? 
In a nutshell, my thought was this: Any piece of silver 
makes an acceptable gift, but put it in a cleverly designed 
box and it suggests a gift. Many an article is sold because 
of the box, and I thought this should be applied to silver- 
ware. My window proved this to be so. 

“Color in window display is a most important factor 
in getting the passerby’s attention. I think that the orchid 
and black box color scheme employed in our silver gift 
window was largely instrumental in getting the custom- 
ers into our store; prospects that became buyers, obviously 
as the result of the window. At least five sales made 
during the week were directly traceable to the display. 
I firmly believe that these sales were made because our 
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window offered complete gifts, at plainly marked prices, 
ready to wrap—we made it easy for them to buy. 

“We are confronted with the same problem that every 
suburban merchant has to face. Almost everybody who 
buys from us is employed in New York. ‘This puts us 
in direct competition with the metropolitan shops. I am 
convinced that there is but one way to deal with this 
problem: 


1. Keep an up-to-date, dignified store. 


2. Sell the nationally advertised products but don’t 


become an agent only—sell your own services. 


3. Use your windows as a stage—your merchandise 
as the actors. 


4. Your personal contact and knowledge of your cus- 
tomers’ tastes gives you an advantage over your 
out of town competitors; make the most of it. 


5. Advertise through beautiful windows and through 
distinctive mailing pieces, always shouting your 
own name loudest. 


6. Join and be active in your State or metropolitan 
jewelers’ association. It will redound to your 
benefit by getting you out of the rut and giving 
you the other fellow’s ideas. 


“To return to the idea of selling silver pre-eminently 
as gift items, I thing that if sterling silverware lines are 
made more appealing by attractive packaging, the jeweler 
will get a good many dollars that up to the present have 
been going to buy gift articles that the jeweler does not 
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“Any piece of silver makes 
an acceptable gift, but put it 
in a cleverly designed box and 
it suggests a gift. Many an 
article is sold because of the 
box and | thought this should 
be applied to silverware. My 
window, which was arranged 
by George Vallis, proved this 
to be right,” says Mr. Brunner, 
an aggressive merchandiser. 











The manufacturers must do this boxing and the 
boxes should be gift boxes which are made pleasing and 
attractive by the use of color, similar to the Gorham Co.’s 


sell. 


presentation which was used in this display. In a buyer’s 
market, such as exists today, the retailer must use every 
artifice he can muster to bring customers into his store. 
We reach out for the sterling silver business by using only 
the more distinctive dealer helps furnished by some man- 
ufacturers—even though they cost us money. 


4d 
How can we afford 


to spend money on advertising now? I'll tell you. Al- 
though business at present is none too brisk, and although 
sometimes it doesn’t seem to pay to invest money in excel- 
lent window display material and window trimming ser- 
vice, expensive monthly mailings, etc., we are doing it be- 
cause we are building for normal times. When business 
begins to come back, we expect to get our share. We are 
advertising today with the expectation of reaping the re-— 
sults tomorrow. Our customers may not have the money 
to buy now, but we are shouting our name so loud that 
when they do find it possible to spend more money they 
will come to us. 

“We try to make our windows contain an element 
of surprise. It is not a good idea to attempt this too 
often for that would kill the effect ; but periodically, about 
one week in each month, we make it a point to do some- 
thing original—something that will attract attention. 
This leads the public to watch our windows closely, and 
stopping them in front of your store is the first step 
toward getting them to come inside. Once they are in 
the store it gives us opportunity to make sales. 
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Youthful simple frocks, tailored types of millinery 
and the use of white as an accent, background the 
vogue for real jewelry. 


Sleeveless and quarter length sleeves create the 
opportunity for the clever use of bracelets. The 
very bareness of the arm demands a lavish use of 
arm bands and decorative jewelry. This season, 
unlike all others, women are wearing precious stones 
with sports garments. 


Necklaces of the finer type are also used to accent 
color contrasts. Metals in dull and antique finishes 
are very popular as well as those that are grayed and 
in burnished contrast. 


Romantic treatment of incrusted stones and color 
combinations of odd pastel effects as well as the 
continuance of red, green and blue combinations 
meet the approval of smartly dressed women. Jade 
with real diamonds continues as a dominant style 
note with indications that this fashion will continue 
through the Fall. 
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THE JEWELS 


HAMILTON JEFFRIES 


Old combinations of turquoise, coral and metals 
are being made in flat, broad and chunky necklaces. 


The back of the neck is again assuming importance 
and cabochon clasps are much in evidence. Discs, 
coin effects and barbaric trends are forecast as a 
mode, influenced by the Colonial Exposition just 
opened in Paris. 


Bare arms are peculiar things. The arm which is 
a tiny bit too long assumes frightful proportions, 
especially in the sports ensembles. The use of brace- 
lets and arm bands breaks up the long line and adds 
grace and appeal to an otherwise unsightly arm. The 
same principle applies also to the unusually short 
arm, where bracelets attract the eye and the arm 
itself loses its emphasis. Urge the use of bracelets 
and arm bands as an arm decoration to add a fashion 
note of smartness to the sports and summer en- 
sembles which will expose the arms. 


Window displays calling attention to arm decora- 
tion should include a picture of a sportswoman wear- 
ing bracelets, and a woman with long arms without 
jewelry. 
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SELLING QUALITY DIAMONDS 








Through conservative promotion, together with a 
policy of selling fine quality diamonds, Linz Bros., 
Dallas, Texas, one of the Southwest’s great jewelry 
institutions, has built an unusual diamond depart- 
ment responsible for a large percentage of the firm’s 
annual volume. Some of the merchandising practices 
used in the development of this department are 
revealed by an executive of the firm. 








One of the great stores 
of the Southwest doing an unusual business in fine dia- 
mond jewelry is that of Linz Bros., Dallas, Texas. Over 
a period of years, this concern has built up with conserva- 
tive merchandising methods, a volume in its diamond de- 
partment which represents a large percentage of the busi- 
ness. 

Growth such as that enjoyed by Linz Bros., in the 
selling of fine diamonds, is not without some sound basic 
principle or policy of good trade practice. To have an 
important stage celebrity telephone from New York to 
Dallas and request that a diamond bracelet be selected 
and sent to his sister, indicates something more than the 
rendering of ordinary service. 

With much reluctance, Asher Kahn, assistant treasurer 
of the firm, revealed some of the business practices that 
have developed the remarkable diamond department oper- 
ated by this store. His brief but pithy utterances give 
evidence of the underlying principles upon which the suc- 
cess of the store is based. 

“One of the important factors which has given our 


SOUTHWEST 


store prominence as a institution widely known for its 
fine diamonds and diamond pieces,” he said, “is the 
emphasis which we place upon our original designs and 
models. Each diamond creation is an original design and 
exclusive model and the individuality of a piece of jewelry, 
especially in higher priced merchandise, no doubt attracts 
much business to our store. 

“We buy all our diamonds loose. Clifton Linz, assis- 
tant secretary of the firm is our diamond buyer. He has 
spent considerable time in Amsterdam with the cutters, 
making an exhaustive study of diamonds, with the result 
that the stones we sell are of the finest quality available. 
We believe that this quality policy has been of tremendous 
value in developing the fine clientele which we serve. 
For instance, we never buy or sell any brown or yellow 
cast stones. Our trade has been educated to the quality 
of good diamonds and to associate cheaper quality stones 
would hurt our reputation. 

“We have an excellent designing department under 
Lee Pandres and are in position to offer designs for prac- 
tically any piece demanded. Not only do we do our own 
designing but also our mounting. We have platinum 
workers as well as diamond setters, together with a com- 
plete finishing and manufacturing department. 

“We believe large stocks providing a wide selection for 
our customers is a decided advantage in building up the 
diamond department. We carry diamond rings in many 
styles and designs with various sizes of stones. Un- 
doubtedly high grade quality stones will remain stable. 
We have refused to adopt a policy of lowering our quality. 








Appropriate fixtures which properly display diamonds eliminate the appearance of confusion and lend added charm to 
the brilliance of the fine gems in a well arranged window. 
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WINS FOR 
JEWELERS 


“All of our diamond advertising is designed to appeal 
to individuals who prefer things distinctive and exclusive 
in jewelry. In many of our advertisements we never 
mention price, but stress the importance of originality and 
the satisfaction that comes from having a piece of jewelry 
designed to appeal to an individual personality. 


4d 

; use of white space 
lends an atmosphere of quality which we attempt to inject 
into the typographical layout. Little copy is used in 
description or appeal. Illustrating three or four pieces 
of beautiful jewelry has greater appeal and seems more 
important to us than an excess of words. In laying out 
the ads, we always strive for an unusual presentation— 
new proportions—or a unique border—always something 
different that will make them stand out in the newspaper 
page. Occasionally we use an ad which has been hand 
lettered, giving it atmosphere of exclusiveness. We don’t 
believe it is always necessary to use the name ‘Linz’ in 
bold type. We have found it very effective to use our 
name as part of the descriptive matter such as ‘Linz 
Creations in Diamond Jewelry Portray the True Artistry 
of the Genius,’ the name ‘Linz’ not being displayed any 
larger than the rest of the capy. 


— —— Let Lins 



















Supreme Quality 
and 
Modest Price! 
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Three splendid ads used by Linz Bros., 
diamond department and featuring diamond jewelry exclu- 
sively. The effectiveness of the layouts and splendid use of 
white space creates an atmosphere of quality. Contrast the 
two bold signature cuts with that of the third advertisement 
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in which the name of the firm is included in the text. 
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emphasizing their 





A group of designs executed by Lee Pandres, 
in charge of the designing and diamond de- 
partments. Original creations made exclu- 
sively for individuals have given the store a 
hich prestize for beautiful diamond pieces. 








‘The Magnificent 
Emeraié Cut Diamen4 


Linz Creations 
in 
Diamond Jewelry 
portray the true 
Artistry of the genius 


Linz Original 
Models and Designs 
have gained an Inter- 




















THE CARE AND FEEDING 





Old Vet applies some dietary principles in main- 
taining the sales health of a jewelry store. He says:— 


“A small amount of selected food generates more 
energy than a ton of careless fodder. A few small 
orders of just-what-he-needs merchandise nourishes 
the business of a jeweler more than a lot of big 
orders bought catch-as-catch-can without sufficient 
thought. Watch your merchandising vitamins and 
feed the different kinds of goods into the stock in the 


same proportion as they are consumed out of stock.” 











By 
MURRAY C. FRENCH 


Md 
7 my boy, that’s 
my idea of a good meal.” The Old Veteran filled his 
pipe and settled down into the big easy chair. 

“And the thought just struck me how much the jew- 
elry business is like a meal—or I guess I mean like eating 
in general. 

“You mean it’s a big expense but a lot of fun, I sup- 
pose,” laughed Don Patty, the jeweler, at whose home 
the Old Veteran was a guest for the evening. 

“Yes, but not exactly that. Eating is fun, but only 
when you have a good rarin’ appetite. You know when 
you don’t feel like eating, a lot of food only sickens you. 

“Well, a jewelry store is the same way. If you buy 
a lot of new goods when you have enough already, no 
matter how fine the merchandise is, some of it is mighty 
liable to go sour on your hands. A real healthy jewelry 
store always aims to be reasonably hungry for goods.” 

Patty nodded. ‘You're right, Old Vet. No appetite, 
no fun. 

“And a good appetite depends mostly on elimination,” 
continued the Old Veteran. ‘“That’s just another name 
for selling. Some merchants don’t realize it, but the 
merchandise they don’t sell—that lies too long in their 
stomachs—is what makes them sick. 

“Come to think of it, ydu seldom hear of a person— 
or a store—starving to death, do you? 

“Never! They rot to death! When business. gets 
gloomy it always seems that the few customers who do 
come in ask for something not in stock. It’s hard then 
for the average merchant to resist trying to cure his sick 
business by ramming a lot of new goods down its throat— 
when the chances are it needs a big black pill instead. 

“A rousing sale—a thorough elimination—is what a 
good many jewelry stores need to put them on their feet. 
Even though it makes them sicker for a few days it does 
them good, for it creates a healthy appetite for new 
goods.” 

“Yes sir, the stores that keep cleaned out are the stores 
that stay healthy all right,” Patty assented. 

“And it works the same way in the kitchen. The 
best of cooks accumulate odds and ends, a little of this 
and a little of that. They can’t judge beforehand exactly 
how much of each dish will be needed—any more than 
a jeweler can tell just how many of each item will be 
consumed. 

“So that’s why the cook has hash now and then to 
clean up those odds and ends. Hash promotes kitchen 
efficiency and good hash pleases the customers, too—er, 
I mean the guests. 

“Same in the jewelry store. Your odds and ends, 
your hash, can be served up so they will do the store a 
lot of good and at the same time delight the customers. 

“Yet if even your Kate should serve hash too often it 
would soon lose its appeal.” 

“I see,” Patty interrupted. “You mean a jewelry store 
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should not overdo the sale idea. Too much elimination 
would only keep it sick.” 

“That’s it. But someway July seems to be the natural 
hash month. Sales, elimination, cleaning up odds and 
ends are in the air. People are in the hash mood. So 
there is no better time for the jeweler to loosen up his 
dignity a bit and clean up his stock. 

“There are all kinds of jewelers, consequently no one 
method of cleaning up will suit them all. But there is 
not one of them that cannot stand a little stock cleaning 
and there’s no better time than July to do it.” 

The Old Veteran paused a bit dreamily. ‘‘Further- 
more, Don, no matter how fine a stock of victuals your 
Kate sets out, she doesn’t sit down on a stool and wait 
for someone to come for them. . 

“No sir, she advertises! She tinkles that cute little 
Japanese gong, comes right out where the customers are 
and invites them in with a beguiling, ‘Come on now folks, 
get it while it’s hot!’ And she says it in a way that 
makes your mouth water for it. 

“And that’s the way a jeweler should advertise. He 
should get his message to the people where they are and 
invite them in a way that will create an appetite for his 
merchandise. Simply having the goods is not enough. 
People must know about them. 


[, the dining room your 
Kate, with her gracious cordiality, makes. me feel right 
at home. She acts as though I were more important than 
you, even though I know you are the boss. 

“I know she has spent some time choosing her menu 
for she always sets before me the things she thinks will 
appeal to me. And her table is set up, not in a haphaz- 
zard way, but with the sole idea of making things 
tempting. She serves every dish in a manner that adds 
flavor to it. And she has an air of authority that gives a 
fellow confidence in everything she offers. 

“A smart jeweler serves his trade just that way. He 
has a clean attractive place to do business. He treats his 
patrons as guests, for they really are his invited guests. 

“Whatever their station in life he makes them feel 
he has their interests at heart. He devotes careful thought 
to their needs and does not belittle nor insult them by 
trying to sell them goods away above or far below their 
pocketbooks. 

“He tries to put the same importance on each transac- 
tion as the customer does. This thought makes him lay 
out every piece in a manner that increases its value in 
the customer’s eye. A salad always tastes better if it is 
fixed up daintily. You can’t get away from it; the 
better it looks the better it tastes.” 

“I agree there, Old Vet,” said Patty, “that the cus 
tomer’s idea of the value of an article is influenced greatly 


(Turn to page 87) 
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“| don’t mind telling you, Don, one reason | enjoy 
Kate’s meals is because everything is so fresh. Even 
though | am not a food expert she doesn’t have to 
tell me. 

“A jeweler’s customers are no different. They 
know when a stock is new and smart. They may not 
be jewelry experts but no amount of salesmanship 
will fool them, as a whole, on the freshness of the 
stock. So the big stock slow turn-over store is in 
a bad fix. Its stock is older. Every time a customer 
comes in the salesman must either show her some 
old stock or not show it.” — Old Vet was speaking 
to Don Patty about a constructive merchandising 
thought for July. 
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Preserve the State 
Associations 


HE action of a number of the 

state associations in the middle 
west in passing resolutions against the 
idea of zone or regional organizations 
is sound and logical. The experience 
of retailers in this and other indus- 
tries has shown that the most effec- 
tive form of organization for taking 
care of the trade interests is one built 
on state lines and when these are sup- 
plemented by local organizations 
within the state and a national or- 
ganization knitting the state bodies 
together, we have the proper machin- 
ery for protecting our interests against 
any encroachments in state and Fed- 
eral legislation. 

When it comes to questions of 
taxes, of law enforcement or of any 
movement where it is necessary to 
educate or influence a legislator, all 
merchants within the imaginary 
boundaries created by State lines have 
interests that are identical and often 
the interests of those close together 
geographically, but where the State 
boundary line intervenes, may be en- 
tirely different. Where a State body 
talks to a legislator, to a United States 
senator or representative, the influ- 
ence behind is that of a constituent 
and is far more effective than a simi- 
lar communication from a zone or 
regional body. 

The jewelry trade is fortunate in 
being well organized in the various 
States and even though some of these 
bodies are not functioning to the ex- 
tent they ought to, the remedy lies not 
in scrapping the old bodies but in 
electing officers who will make them 
effective. Jewelers in adjoining States 
can at times advantageously get to- 
gether in holding annual meetings or 
joint conventions where their State 
interests do not conflict but this is no 
argument in favor of forming any 
new associations that would interfere 
with the functioning of the old with- 
in State lines. 

The set-up now in force, of State 
associations united in the national 





body and supplemented by local or 
district societies, has served the trade 
well in the past and can be made to 
do so even more effectively in the 
future. 


New Platinum Settings 


for Old Jewelry 


T is possible that the reduction in 
the market price of platinum may 

be capitalized by retail jewelers to de- 
velop special order business. The sug- 
gestion sent out by the Jewelry Crafts 
Association to its members and by 
them to their retailers, in one that may 
be developed in many ways. This as- 
sociation calls attention to the fact 
that the low price of platinum gives 
an unusual opportunity to those who 
would have old jewelry remounted, 
remodelled and brought up to date by 
special designs. Old pieces with fine 
stones may be now made into platinum 
jewelry at a lower cost than the 
jewelry trade has seen for many years. 
It is possible that with platinum at its 
present price (almost down to the 
value of gold), retailers can induce 


—_ 


TT New York, May 16, 1931. 


Please accept my compli- 
ments for the very remark- 
able editorial in the June issue 
entitled, “New Conditions 
Necessitate New Prices.” 

It is rare indeed to find a 
trade publication indulging in 
the luxury of expressing an 
unwelcome and unadorned 
truth. 

I am inclined to think that 
you will be criticized by timid 
souls afraid to even whisper 
the words “depression” and 
“depreciation” but let us 
remember that falsehood and 
evasion have never withstood 
courage and truth. 

That editorial will stiffen 
the moral backbone of many 
a weak brother. 


Yours truly, 
EMIL W. KOHN. J 
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their customers to mount the gems of 
their old jewelry in up-to-date set- 
tings, on the plea that this is a most 
advantageous time to do so as plati- 
num may advance as the season de- 
velops. 

There is no doubt the public is be- 
ginning to know that platinum has 
gone down in price and there is no 
reason why the retailers cannot cap- 
italize this fact in some way to pro- 
duce business, if only in special order 
work. 


Jewelry Price Tags 


PROGRESSIVE reader writes 

asking if there is any reason for 
the use of “cabalistic’”’ words or fig- 
ures to indicate the retail price on 
merchandise sold in the jewelry trade, 
and we pass the question on to those 
jewelers who are still continuing the 
practice of marking their merchandise 
with letters or figures that only the 
employes can understand. 

In this day when the honorable 
merchant prides himself on maintain- 
ing one price to all customers, is there 
any reason why the price of an article 
should not be plainly marked? Our 
business is based on confidence and 
nothing incites confidence or elimi- 
nates suspicion more than marking 
which shows the customers that the 
price is not being manipulated to 
suit the occasion. Does it take from 
the dignity of the jewelry business to 
have merchandise plainly marked as 
to value or are there advantages in 
maintaining secrecy in regard to 
selling prices? 

These questions are asked in the in- 
terest of the new merchants in the in- 
dustry and the progressive men who 
wish to build their business practices 
on a foundation of up-to-date ideas 
and not be tied down by traditions 
of the past. We are most anxious to 
get the frank opinion of our readers 
on the best method of price tag mark- 
ings that all can profit by the experi- 
ences of those who have tried both 
methods and found which is the bet- 
ter. 
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Watchmakers in 1931 


HE business depression of the 
past year produced a condition 
among watchmakers in the jewelry 
trade that could not have been pre- 
dicted a few years ago. For many 
years, there has been a scarcity of 
watchmakers particularly the finer 
watchmakers, that threatened at one 
time to curtail the sale of fine time- 
pieces. The scarcity of watchmakers 
which existed up through 1929, grad- 
ually disappeared in 1930 and now 
1931 has seen an over-supply of 
watchmakers of all kinds. Today, 
there is greater unemployment among 
watchmakers than has existed in the 
memory of the present generation. 
Many people are surprised at these 
conditions because a survey of the in- 
dustry indicates that there is as much 
or more work to be done on watches 
than ever before. ‘There are more 
watches carried and more attention 
paid to timekeeping qualities with the 
result that more people want their 
watches in good condition. The an- 
swer to the question that has puzzled 
sO many, seems to lie in the fact that 
many retail jewelers, who, for years 
past have devoted their time to the 
merchandising side of their business 
and employed a watchmaker to do the 
repair work have now curtailed their 
expenses by doing the watch work 
themselves. They feel that with the 
lack of sales, they have plenty of time 
to give to bench work. Such a condi- 
tion could only be produced by a long 
and continuous depression such as the 
kind we have just undergone and no 
doubt it will disappear as soon as busi- 
ness picks up again. 


International Standards 
ISPATCHES from Europe on 


the work of the International 
Jewelry Conference recently held at 
The Hague indicate that the dele- 
gates from Holland, Belgium, Ger- 
many, France, Great Britain, Swit- 
zerland and Italy are in agreement on 
many questions which will come for 
final ratification before the Interna- 
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tional Congress to be held in Rome 
in April of next year. The Interna- 
tional conference has submitted con- 
clusions for submittal to this Inter- 


national Congress (the fourth to be 


held), which cover the question of in- 
ternational standards of quality and 
of nomenclature that will help ele- 
vate the jewelry industry of the 
world. 

Althought no delegates from the 
United States were present, the con- 
ference recommended that the nomen- 
clature of diamonds used in the 
United States should be adopted and 
the metric or decimal carat be made 
the standard. The _ international 
standards of fineness for gold recom- 
mended (750/1000ths and 585/- 
1000ths) are also based on the Amer- 
can standards being our present 18 
and 14 karat; while that for plati- 
num for manufacturing purposes is 
950/1000ths which is the basis of the 
American platinum laws. Iridium, 
however, in the international code is 
treated as equal to platinum. 

The conference recommended that 


45 


the term “Japanese’”’ pearls should be 
maintained and made suggestions as to 
foundation syndicates to maintain 
fixed prices of the producer, which 
may not be feasible here as they may 
be against the anti-trust laws of this 
country. 


Great Work of the H. I. A. 


O more important work has ever 

been done for the watch end of 
the jewelry business than that which 
has been performed by the Horolo- 
gical Institute of America in the 10 
years that it has been in existence. 
The very fact that this scientific so- 
ciety (originally brought into being 
by the far-seeing watch men with the 
aid of the National Research Coun- 
cil) was functioning to develop the 
horological industry, has tended to 
give a dignity and background to the 
watchmaking profession. Also the 
certification of watchmakers and the 
granting of certificates to junior 
watchmakers by the Institute has 

(Turn to page 119) 
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2 7 opening of a new 
jewelry store is perhaps not so exciting to the public as 
the jeweler would like to have it, so when the May 
Jewelry Stores opened its new unit at 691 Bergenline 
Ave., Union City, N. J., recently it took full page space 
in the local newspaper to announce that Dorothy Appelby, 
star of a New York stage production, would appear in 
person at noon. Several hours before her scheduled ap- 
pearance the store was jammed and many remained after 
her departure to view the various lines. 


A little glass elephant 
with a chain tied to him has done his gracious bit in 
paying the rent for Arthur H. Dibbern, Glendale, Cal. 
Proper display and a proper name have helped the elephant 
do his stuff. The elephant is merely the glass ornament 
on a bracelet, the bracelet chain being gold filled with a 
few enameled links. The bracelet sells for one dollar, 
Mr. Dibbern having sold more than 1000 of these since 
they came out. 

According to Mr. Dibbern the sales have resulted quite 
largely from his method of display and from the name 
he attached to the bracelet. He reports that queries have 
indicated that other jewelers have not found the number 
especially prolific of sales, but it has been a long time 
since a feature item has done so much for Mr. Dibbern 
himself. 

The jeweler named his bracelet, ““The Lucky Elephant 
Bracelet,” and he believes that word lucky caught, and 
continues to catch, the imagination of the public. The 
elephant stands for good luck and while people as a class 
have no superstitions nevertheless there is a lingering 
sentiment in people’s minds that makes the “charm’’ idea 
attractive. The word “lucky” proved a lucky word! 

“Setting the little elephants on their feet,” says Mr. 
Dibbern, “seems a simple thing and yet I believe that 
has had everything to do with the volume we have main- 
tained. We place a whole herd of these elephants in the 
window close to the glass. They look as if they were 


PROVEN PROFIT 


46 







These are practical days. Ideas that wil) 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
State in the Union. 


running away and dragging their chains after them. They 
have always been in that window ever since they first 
came out. At times I think the fad is over with, and 
then there comes a renewed demand. 

“T have observed these elephant bracelets in other stores 





and usually have seen them hanging up. That plan has 
not worked in any store where I have made inquiries. 
Simple fact, but a true one!” 


Fanesically cut pieces 
of colored cardboard varying in size according to the 
immediate needs are set around on the many show cases 
in Homer’s, Boston, Mass. 


No two pieces of the card- 
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By 
Harry R. Terhune, 
Field Editor 


That Will Help Build Summer Business 


board are cut alike, yet on examination one discovers they 
are precisely the proper shape for the goods they serve 
to offset. Whatever may be on the counter for display 
purposes—silver, toilet articles, perfumes or what not— 
the proper colored card is artistically cut to best show 
off the merchandise. These cards are changed very often 
so that they never present a soiled or mussed appearance. 


A number of Waterloo, lowa, 


men are regularly surprised to receive a folder addressed 
to them, in which each learns that his wife’s birthday is 
next week. Then, as the sender of this piece of literature 
is none other than Booth-Joseph Co. jewelers at Waterloo, 
who suggest, “You give us the pleasure of being your 





gift counselor,” there is not much else to do but to put 
this enterprising concern to test as to its resources. “That 
seems to be one of the contributing factors for the steady 
growth of this store. 

Business cards play an important part in creating good- 
will, according to Clifford L. Collins. Each man has his 
own engraved card. On all possible occasions, a card is 
given to some interested person. All articles in the store 
are numbered, so if a person is interested in a watch or 
a brooch—the number of the article on the card tells 
the entire story, to anyone in the store, should the par- 
ticular salesman be off the floor at the time the customer 
returns. 

Lookers are given every courtesy, but before they go 
out their name and telephone number are recorded, to- 
gether with the article in which they were interested. A 
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call within 12 hours will make a sale eight out of 10 times, 
if handled right. From any angle, this calling constitutes 
pretty good advertising. 


Don't judge a diamond 


Jewelers, who know diamonds never judge 
them by their dimensions. But what about the public? 
Isn’t it often the rule that “the bigger the better”? D. 
Low & Co., Salem, Mass., are trying to throw some light 


by its size. 





on this matter. Five diamonds, of different dimensions, 
and all at the same price are shown in their store window. 
The price is $350 per stone, including the setting, and 
the settings correspond. But the stones are of these dimen- 
sions: 0.76, 0.82, 0.95 and one full carat, and also, 1.5 
carats and each priced at $350. So the public may look 
and reflect on what makes a diamond valuable. 


An original diamond display 
idea worked out by an Illinois jeweler is giving consid- 
erable life and action to his showcases. It consists of a 
velvet covered base mat about 18 by 12 inches. Arranged 
on this base are small velvet covered individual pads, 
each holding two, three or four rings. These separate 

fe . ; : 

pads are all past » »f a geometrical design which has no 
limitations as to H#*pumber of separate units which can 
be worked from it. These can be in the shape of squares, 
or circles, with the smaller parts or segments used in the 
corners. A sketch of a diamond shaped window is shown 
here. ‘This same idea is being used for show windows. 
Perhaps its best feature is the chance to group the prices, 
or the different types of mountings. 






































“In line with our policy, low priced items will be 
emphasized in our advertising,’ says Norman F. 
Hascall, secretary of the J. J. Freeman Co. 
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When the J. J. Freeman Co., Toledo, Ohio, moved 
into its new building it was compelled to make a 
second move requiring the adoption of a new mer- 
chandising plan that would attract new customer 
patronage to the store. The sales plan that is being 
used to accomplish this result is interestingly des- 
cribed in this article by Norman F. Hascall, secretary 
of the company. 


Md 
We've bought a ticket 


and we’re going places.” That’s a statement by Norman 
F. Hascall, secretary and assistant general manager of 
the J. J. Freeman Co., Toledo, Ohio. In a sentence, it 
sums up the policy that prompts the activity of the whole 
Freeman organization. 

Recently, Freeman’s moved into its new store located 
in its own building—erected by the company to serve 
the jewelry needs of northwestern Ohio. 

That it is strikingly attractive—beautiful in architec- 
ture and appointments—is a result of studied effort to 
be practical and efficient rather than to be impressively 
modern. It is very much in step with the times. Sim- 
plicity is the key note of its every line. There is a spirit 
of restraint throughout. The atmosphere is one of re- 
fined elegance—an atmosphere, by the way, that has be- 
come sort of Freeman tradition. 

Here is a store that any jeweler anywhere could be 
mighty proud to operate under his own name. It repre- 
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First floor salesroom, showing silver department, watch, 
jewelry and repair departments. 


sents the accomplishment of an ideal—a sort of dream 
store materialized. 

“When we built here,” continues Mr. Hascall, “We 
did it for two reasons. We had outgrown our old place 
and the shopping district had gradually shifted away from 
our old location. Due, I suppose, to the change in trans- 
portation, the Toledo retail district has thinned out con- 
siderably and now covers more territory. Judged by 
traffic alone, we have an ideal location. 

“Our new store has brought with it new merchan- 
dising problems. We appreciate, of course, the necessity 
of widening our market. We have no difficulty in serv- 
ing and satisfying our old customers. They have expressed 
real enthusiasm with our new place and have responded 
with a good volume of business. Some departments, such 
as our galleries, show a remarkable increase over the old 
store. But our growth lies with developing new custom- 
ers. We have shared with other jewelry stores of the 
same class a certain character of exclusiveness. 

“However, this prestige of ours carries a penalty. The 
public has associated superiority—fineness—with costli- 
ness with the result that Freeman’s is supposed to be high 
priced. This impression must be broken down in order 
that we may extend the scope of our market. Our mer- 
chandising efforts are in this direction. 

“We are entering our first wedding and graduation 
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season in our new store. We have always enjoyed a 
generous share of this business in the past. We will 
bend every effort to win a greater percentage this year. 

“In line with our present policy, we intend to take 
advantage of the low prices in sterling silver and feature 
silverware for wedding gifts. 


4d 
iene sets of Sterling 
will start the bride in the right direction. She. will be- 
come a steady customer for silverware and the low price 
will establish in her mind the economy of buying mer- 
chandise of established value. 

“While rings, silverware, china and glass are the es- 
tablished wedding gifts, our galleries furnish another 
source of increased revenue. We maintain quite a stock 
of lamps, etchings, incidental furniture and equipment 
usually classed as ‘art goods.’ Here is a selection of gifts 
in a wide range of prices. In line with our policy, low- 
priced items will be emphasized in our advertising.” 

The new Freeman building provides an exceptional 
amount of window display space. Located on a corner, 
there are nine windows available. 

“All of them,” said Mr. Hascall, “were used for 
the display of wedding presents the latter part of May 
and the first of June. Later in June they are given over 
to the presentation of graduation gift suggestions. And 


(Turn to page 83) 









SF 
[Ip 





MERCHANDISING 


Summer Time 


_ 
(e “SD 











Start July deter- 

mined to make 

it a selling peri- 
od. The ruby is the 
birthstone for the 
month. Be _ ready 
with a window dis- 
play featuring this 
fact. Use a _ neat 
show card giving 
some interesting 
data about rubies. 


Advertise a 

Fourth of July 

week-end sale to- 
day. Select slow 
moving stock and 
offer it at attractive 
prices. Feature cos- 
tume jewelry and 
watches in window 
displays and send 
out a post card to 
your mailing list. 


Be ready with 

patriotic window 

displays. Show 
a copy of the Declar- 
ation of Independ- 
ence and a picture 
or bust of Washing- 
ton. Be sure to un- 
furl “Old Glory” at 
your store tomorrow 
morning as early as 
possible. 











Feature _ silver- 
6 ware for summer 

entertaining to- 
day. Here is a 
chance to increase 
sales that should not 
be neglected. A 
dainty luncheon 
table and newspaper 
advertisement will at- 
tract attention. 


During July keep 
7 the store as cool 

and inviting as 
possible. Electric 
fans and iced drink- 
ing water will prove 
acceptable to the 
store staff and cus- 
tomers on hot days. 
Display iced tea and 
lemonade sets with 
silver serving trays. 


Vacation- 
8 ists need station- 

ery, fountain 
pens and pencils. 
Build a window dis- 
play around this idea 
for today. An ap- 
propriate camping 
scene will lend inter- 
est to such a display. 
Advertise your fine 
stationery. 





ing takes on a 

different setting 
during the warm 
weather. Feature 
glassware today for 
use at porch, and 
lawn parties. Fine 
white or colored 
glass is popular and 
adds attractiveness to 
a table. 


9 Home entertain- 


week-end 

sale today. 
Old stock must be 
moved to make way 
for new fall season 
merchandise. Display 
special bargains in 
show windows and 
get out a letter to 
your mailing list. 


l Advertise a 


Be ready for 
l ] the week-end 

sale today. 
People love _bar- 
gains. Article to be 
sold should be re- 
marked with the old 
and new prices and 
the window displays 
brightened up with 
some new merchan- 
dise. 











Summertime 
l 3 is sports- 

time. Build 
business around the 
fact by advertising 
and displaying tro- 
phies today. A pho- 
tograph of the local 
baseball team will 
create interest. Golf 
and tennis offer 
added opportunities. 





Feature 
] 4, leather goods 
= for summer 
vacation trips and 
for stay-at-homes to- 
day. Mesh bags 
should also be in- 
cluded. New stock 
in window displays 
and old articles at re- 
duced prices for bar. 
gain hunters. 





month clear- 

ance sale to- 
day. Old stock must 
be sold. Plan a 
defini.e time limit 
for it. Advertising 
should be specially 
prepared. Make the 
sale attract public 
attention by some 
unique event. 


l Start a mid- 





A popularity 
l 6 voting con- 


test is one 
way to add interest 
to the mid-month 
clearance sale. Pub- 
lish coupons with 
your advertising and 
offer suitable prizes 
to the winners. 
Make an event of the 
awarding of prizes. 





— 
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CALENDAR For July 


Selling Suggestions 


Ve Cs, s 














Plan the 
| 7 clearance 

sale to in- 
clude the Saturday 
week-end but as soon 
as it is over remove 
every vestige of it 
from the store. A 
carefully arranged 
event should not de- 
tract from the store’s 


Sell out old 
18 gift section 

stock during 
the clearance sale. 
Such __ merchandise 
may be segregated 
and sold under the 
flags of the nations 
from which import- 
ed. Give gift wares 
first place in window 





Make today 
20) watch day at 

your store. 
Advertise the event 
ahead and_ show 
sports watches for 
vacationists and more 
expensive ones for 
social occasions. 
Display pocket 
watches, chains and 





prestige. 

Cameras and 
2 l camera sup- 

plies and 
toilet and manicure 
traveling sets are sea- 
sonable merchandise. 
Give them a place in 
the window display 
today. Do not forget 
the young folk in ad- 
vertising. Their trade 


displays todav. 
Display elec- 
tric clocks 


22 today. Here 


is an opportunity for 
increased profits that 
belongs in the jew- 
elry store. Advertise 
your place of busi- 
ness as headquarters 
for the latest models 
and_ cultivate this 
trade. 


Why not be 
93 ready with a 

window  dis- 
play of fine per- 
fumes and cosmetics 
today? A well writ- 
ten letter to a selec- 
ted list will help 
build this business 
and add to your ad- 
vertising appeal. 


attachments.. 
Feature fine 
gem set 


24, jewelry _to- 


day. There are many 
summertime social 
events which demand 
it. Never lose sight 
of the style appeal 
in your merchandis- 
ing. It is a big sell- 
ing factor. 





is worth while. 
Another 
week-end 


29 sale today. 


Use your price tables 
again and stimulate 
interest in the event 
by featuring gifts 
for men and boys. 


Select gold knives 
and pencils, rings, 
watches and watch 
attachments. 





Start the last 
y. week of the 

month with 
a special display of 
costume jewelry ap- 
propriate for sum- 
mertime. Keep the 
style element in 
mind and develop 
interest in this mer- 
chandise by using at- 


Adver- 
23 tise your re- 

pair depart- 
ment service today. 
Urge customers to 
bring their watches 
for inspection before 
starting on August 
vacation trips. Sug- 
gest the remodeling 
of out dated jewelry 
to women customers. 











Renee 


Start a “Win- 
, dow Sale” of 

a few pieces 
of sterling and plated 
ware. Mark articles 
low enough to at- 
tract attention and 
decrease prices each 
day until the silver- 
ware is sold. Adver- 
tise this event in 
local papers. 





Make today 
30 “Young Peo- 

ple’s Day” 
at your store. Ad- 
vertise special mer- 
chandise at attractive 
prices. Costume 
jewelry and wrist 
watches will appeal 
to girls, and gold 


knives and fountain 
pens to boys. 





p———— 


tractive advertising. 
Call your 
salespeo- 


3 l ple together 


today and plan your 
August selling cam- 
paign. Next month 
offers many opportu- 
nities for wide-awake 
jewelers who are 
willing to devote ex- 
tra effort to get more 
business. 





Now we step. in 
August the month of 
vacations when all 
the world seeks 
pleasure and _ rest. 
The jeweler must 
also consider this 
angle of life from a 
business and health 
point of view. 
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On these pages THE JEWELERS’ CIRCULAR pre- 
sents the first analysis of the 1930 Census of Dis- 
tribution as it pertains to complete states. Figures 
supplied by the Bureau of Census have been broken 
down as to per capita sales of jewelry and average 
sales per store in forty-one California cities of over 
10,000 population. It is planned that succeeding 
issues will show similar analyses of other states. 


eeianiaial 








te figures on retail 
jewelry distribution in California contained in the recent- 
ly released preliminary report of the 1930 Census of Dis- 
tribution made by the Bureau of the Census, U. S. De- 
partment of Commerce, show jewelry sales in 41 of the 
47 cities of over 10,000 population in that State. Jewelry 
sales as separate from sales of other commodities in six 
cities belonging to this classification (Beverly Hills, 
Compton, Redlands, San Leandro, South Gate and South 
Pasadena) are not shown in the census reports as this 









would have necessitated the disclosure of figures of in- 
dividual concerns. 

Total commodity sales in the 41 listed cities during 
1929 were $2,566,311,862. Sales of jewelry by jewelry 
store outlets were $32,544,255, or 1.27 per cent of the 
total commodity sales. The average per capita for all 
commodities in the 41 cities was $737.21. The average 
per capita for jewelry was $9.34. The average sales per 
store amounted to $31,142. The average stock on hand 
at the end of the year (1929) estimated at cost was 
$16,038. The average salary and wage expense per 
store was $3,947. Taking the population of these cities 
as a group, there are 3331 persons for every jewelry 
store. 

The total population of California is 5,677,251. The 
total commodity sales for the entire State during 1929 
were $3,268,545,636, making the per capita sales for 
all commodities $575.73 for the State as a whole. The 
total number of jewelry stores in California is 1408, 
which sold $36,240,293 worth of jewelry or 1.10 per 
cent of the total sales. The jewelry per capita for the 
entire State of California during 1929 was $6.38. The 
average sales per store was $25,738, while for every 
jewelry store in the State there are 4032 people. 

Certain facts should be borne in mind in the study 


52 THE JEWELERS’ CIRCULAR 


for July, 1931 





















ALIFORNIA CITIES ANALYZED 


of the break-down of jewelry sales in California. First cost of operating jewelry stores due to the number of 
of all, according to the Bureau, the total commodity sales extra sales people employed by jewelers during the Christ- 
column does not show sales of businesses which are wholly mas rush. Proprietors of businesses not incorporated are 
service businesses, such as laundries, barber shops, etc., excluded, both in the count of employees and in the total 
nor does it include professions such as medicine and law. of salaries and wages. 

Public utilities are also excluded. The employee column The preliminary reports of the census from which the 
shows only full-time paid employees. The payroll column, basic figures and additional data shown on the facing 
however includes the part-time employees’ wages, as well page have been derived, was prepared under the supervi- 
as the salaries, wages and commisions of the full-time sion of Robert J. McFall, Chief Statistician for Distribu- 
employees. This fact is of importance in considering the tion, and John Guernsey in charge of Retail Distribution. 


Average Store and Per Capita Sales Compared 








Figures Compiled from Preliminary Reports of the U. S. Census of Retail Distribution Showing Sales During 1929 





Total No. of Net Average Average No.of Total Stocks on 
Commodity Jewelry Sales Sales Sales perEmployees Salary Hand End of 
State and City Population Sales Stores (1929) per Store Capita (Full Time) & Wages Year (Cost) 
Oo oscccet wes 35,033 $9,418,753 3 $16,596 $5,532 $0.47 - $4,679 $13,500 
pS | er rere 29,472 14,600,861 6 63,132 10,522 2.14 6 7,585 40,441 
pO | ae 10,995 8,810,899 5 108,166 21,633 9.33 3 9,753 71,622 
Daketemerd. COL ....65 662.505 26,015 18,897,132 6 84,470 16,894 3.24 6 14,069 17,261 
Maree, COl oss e ociw ine css $1,543 32,282,164 17 336,391 19,787 4.12 27 44,953 151,993 
Brawier, Cah. 2. ...6. 6 cic wnes 10,439 7,240,537 5 30,413 6,082 2.91 1 1,080 20,553 
MRR CORD Ss balehinwcieees 16,662 6,404,976 4 30,639 7,659 1.83 2 3,511 8,685 
Burhegame, Cal. ............ 13,270 7,920,793 3 14,711 4,903 1.10 1 1,200 6,394 
EO See ree 15,748 13,665,680 7 178,155 25,470 11.30 1l 31,194 97,005 
|) Sa | Sener ee 52,513 53,007,761 18 433,086 24,060 8.24 28 56,029 304,618 
Dulles, Cal c.....5.055.:. 10,860 7,001,736 5 94,927 18,985 8.73 4 9,835 34,331 
Cr, GO 5 ood oh heen nk 62,736 36,145,512 18 241,800 13,432 3.85 15 29,032 111,935 
Huntingdon Park, Cal. ....... 24,591 11,797,077 7 184,007 26,286 7.48 13 26,632 65,733 
Inglewood, Cal. .............. 19,480 8,567,455 3 47,177. 15,725 2.42 4 5,284 13,499 
Rees Benen, COb cic ce eecncs 141,390 78,572,612 44 991,201 22,527 7.01 78 145,303 665,574 
Rae Apes, Cal 2c. ccc iecs. 1,238,048 964,049,862 385 12,196,060 31,678 9.85 654 1,369,861 5,833,395 
es GOES ccc tGictieees. 13,842 19,005,507 8 137,529 17,191 9.93 9 13,098 $8,995 
pe | a re 10,390 6,285,951 5 58,140 11,628 5.33 3 7,768 25,705 
0 |) Sere 284,063 204,436,860 58 1,941,241 33,469 6.33 111 250,506 800,561 
CI POON cb ogc sec tessees 13,5383 8,698,372 3 34,025 11,341 2.43 1 1,335 35,347 
Pe SS eee 13,652 12,553,567 4 112,312 28,203 8.26 6 11,503 80,833 
ois cS oie Hatters 76,086 59,883,121 34 1,060,309 31,195 13,93 $3 184,914 766,599 
BO COh ack cece cdes ve 20,804 13,666,804 7 105,918 15,183 5.09 10 16,714 49,639 
Mig COL... ..- ou haecnwenn 20,093 9,472,047 8 76,409 9,551 3.30 5 5,488 37,971 
Ce | See ree 29,696 21,662,555 8 110,604 13,838 3.72 3 7,669 59,759 
Sacramenta, Cal. .....0.005% 93,750 73,006,726 19 727,009 38,263 7.75 39 106,266 429,238 
nr re ae 10,263 11,136,764 4 106,867 26,716 10.41 5 9,700 58,252 
San Bernardino, Cal. ........ 37,481 25,493,286 13 226,388 17,414 6.04 14 32,463 100,270 
GO, ee COR. asic cscs eudens 147,995 94,414,236 31 1,389,580 44,825 9.65 117 224,655 559,944 
San Francisco, Cal. .......... 634,394 499,060,416 213 8,918,887 41,872 14.05 606 1,184,253 4,777,279 
BAe PONG Ole. oes nk henehied. 57,547 45,764,516 15 509,799 33,986 8.85 29 64,503 253,294 
Ga Beeee, COe ooo s 8 is een 13,444 7,867,425 3 29,666 9,888 2.20 2 5,683 13,000 
Semin Ame CO. on. Sikes ces 30,322 24,360,416 12 255,507 21,292 8.42 16 30,857 149,844 
Santa Barbara, Cal. .......... 33,613 32,363,468 12 423,339 35,319 12.60 24 51,659 352,215 
ey a | re 14,395 9,986;386 3 $1,832 27,277 5.68 6 9,381 40,569 
Santa Monica, Cal. ........... 37,146 23,485,354 12 188,048 15,670 5.06 10 22,614 78,562 
Sante Reem, Cal. &.... oe cce.: 10,636 14,561,480 5 109,693 21,938 10.31 5 10,055 $5,634 
SU GE iad fare eee 47,963 36,541,077 18 487,400 27,133 10.15 34 63,447 260,841 
Wee Ms oc oa ve eho sins 14,385 9,054,870 5 127,874 25,574 8.88 10 18,214 69,379 
Oe ree ie 11,432 13,132,313 a 195,586 39,117 17.10 15 24,611 107,339 
og S| ere ere 14,822 12,034,535 + 78,362 19,590 5.28 6 7,729 22,582 
| ha eae ere wee 3,481,092  $2,566,311,892 1,045 $32,544,255 2,026 $4,125,085 $16,760,190 
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The call of the great outdoors is answered 
every recurring summer season by an eager 
throng. Picnics, excursions and athletic meets 
can be turned into sales events if the jeweler 
will study the needs of vacationists. For men— 
strap watches, scart pins and tie clasps, cigar 
and cigarette holders, cuff links, watch chains 
and attachments. For women—costume jewel- 
ry and hand bags, vanity cases, wrist watches, 
perfumes and cosmetics. Silver trophies for 
the athletes. 














‘phe is every reason 
why the retail jeweler should put forth extra selling 
effort during July. It may be argued that people do not 
buy jewelry and kindred lines in summer to any great 
extent and that to waste effort ‘n trying to encourage 
business is not worth while. This is a poor argument at 
best. 

Many opportunities can be found for developing sum- 
mer trade. July is a vacation month. People are going 
to seaside or mountain resorts. Vacations mean new 
clothes and new clothes call for suitable jewelry. Nothing 
will please a woman or girl more than to be able to pur- 
chase an attractive piece of jewelry or a wrist watch just 
before the vacation trip begins. Why not capitalize this 
fact in window displays and advertising copy. A new 
gown and attractive jewelry go hand in hand and if jewel- 
ers will display fashionable fabrics as a background for 
their jewelry it will attract attention and serve to increase 
sales. Some jewelers have employed models for special 


VACATION DAYS BRING 
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sales days, but where this is not practicable it is possible 
to advertise jewelry as suitable for summer gowns and 
to display stylish dress materials with the jewelry. 

Where window displays are made a feature of the sum- 
mer sales campaign it should be borne in mind that these 
displays must be in keeping with summertime. Keep 
the displays simple and inviting. Every effort should be 
made to tie in the window displays with the advertising 
in such a way as to call to public attention articles in 
the jewelers’ stock which are particularly suitable for 
summertime use. 


The jeweler who carries 
glassware and china can profit by taking advantage of the 
warm summer days to display this merchandise. A great 
deal of entertaining is done out of doors on the lawn or 
porch at this time of the year and a carefully arranged 
luncheon table displaying an attractive selection of glass, 
china and silverware is sure to attract passersby. 

How many retail jewelers are taking advantage of 
opportunities to build their business through the sale of 
trophies for summer athletic events. Silverware, watches, 
jewelry and other merchandise suitable as prizes should 
be featured at this time of the year. The jeweler who is 
active in civic affairs and who keeps closely in touch with 
golf, boating, swimming, baseball and other clubs has an 
advantage in this direction. 

For the vacation trip many other articles will suggest 
themselves in addition to jewelry. There is always need 
of toilet accessories such as brush and comb sets, compacts, 
manicure sets and a long list of other articles. Binoculars 
are seasonable merchandise. More of them can be sold 
if they are displayed and advertised at a time when there 
is need for them. 

At this season there are plenty of flowers and the jewel- 
er who displays attractive vases and bowls containing 
flowers not only adds to the attractiveness of his store, 
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In Summer Time 


1—Keep the store cool and inviting. 

2—Feature seasonable merchandise in win- 
dow displays. 

3—Suggest having watches inspected and 
old jewelry remodeled. 

4—Get after the trophy business. 

5—Hold a clearance sale to dispose of old 
stock. 

6—Advertise sports jewelry and watches, 
—excursion and picnic accessories, and 
other summer time merchandise. 








Added Sales OPPORTUNITIES 


but at the same time offers a suggestion to every woman 
who visits his establishment. Where pottery is a part of 
the gift stock, or is carried as a separate line, plants 
for the porch displayed in colorful containers suggest 
purchases. Cameras are, of course, vacation time merchan- 
dise and jewelers who stock them should take advantage 
of every sales opportunity. 

A cool and inviting store is always to be desired in 
summertime and every effort should be made to keep the 
store as comfortable as possible. 


, is an essential 
for the vacationist, as well as the stay-at-home, and the 
jeweler who sells fine stationery should urge his cus- 
tomers to purchase for their vacation needs before start- 
ing away. Stationery naturally suggests fountain pens 
and gold, silver or platinum pencils. 

It undoubtedly requires more effort to hold buyer at- 
tention during the warm summer months and this is one 
reason why it is an excellent time for a clearance sale of 
old stock and odds and ends which have not sold. The 
sale should be planned carefully and advertised well in 
advance of the opening. Many jewelers have found that 
to place a definite time limit on the sale is an advantage. 
All appearance of the sale should be removed from the 
store once the event is brought to an end. 

Special attention should be directed to the repair de- 
partment of the jewelry store during the summer months. 
Let your advertising urge customers to bring in their 
watches for inspection before they go away. Call atten- 
tion to the fact that old jewelry can be modernized and 
made more attractive before starting on the vacation trip. 

Summer social events at home or at vacation resorts 
call for fine jewelry and the jeweler who advertises this 
fact and makes a strong effort to interest prospects should 
profit thereby. 

Building summer trade around the silverware depart- 
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ment during July will require some effort, but there are 
always opportunities of which advantage may be taken 
The discriminating hostess prides herself on the appear- 
ance of her dinner or luncheon table. A letter to a se- 
lected list calling attention to new patterns or to special 
items suitable for summer time entertaining will create 
interest in your silver stock. 

Home entertaining moves out of doors during the 
warm weather and where the porch or lawn becomes the 
scene of many enjoyable events lemonade sets, iced tea sets, 
and glassware of all kinds will be in sharp demand. This 
demand can be met by the jeweler who is willing to 
make a special effort in this direction and who will ad- 
vertise and talk about the greater desirability of fine 
glass. Displays of glassware in windows should be made 
in such a way as to invite attention. The actual use of 
the glassware is always a satisfactory way of showing it. 
Do not crowd several patterns into one window display. 
It is much better to make a number of displays during the 
month. 


idiioee and cosmetics 
are in particular demand during the warm weather and 
the retail jeweler who features window displays for vaca- 
tionists can find many ways of presenting this idea. 

Week end special sales if properly advertised will 
attract customer attention and offer opportunity to clear 
out some of the old stock in preparation for the new lines 
for the fall and winter trade. 

During the summer months many men discard their 
vests and the jeweler who makes a special effort to sell 
tie clasps, cuff buttons, watch chains and other men’s 
jewelry will be repaid in added profits. 

The jeweler who looks about for summer sales oppor- 
tunities and who takes advantage of those which come 
his way will not look ahead to summertime with as much 
dread of a slack business period. 
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IM TELLING YOU- 


FACT OUTRUNS FICTION 


THE PROCESS OF SILVER PLATING, PRODUCING WHAT I$ NOw 
KNOWN AS “SHEFFIELD PLATE, WAS DISCOVERED BY ACCIDENT 
ae IN THE YEAR 1743 AT SHEFFIELD, ENGLAND , BY AN INGENIOUS 

» MECHANIC, THOMAS BOULSOVER. HE WAS REPAIRING THE HANDLE 

OF A POCKET KNIFE COMPOSED PARTLY OF SILVER AND 
PARTLY OF COPPER AND IN MAKING THE REPAITS HE 
ACCIDENTLY FUSED THE TWO METALS. FINDING THAT HE 
COULD SPREAD SILVER AND COPPER TOGETHER AS ONE 
PIECE, HE AT ONCE CAPITALIZED ON HIS DISCOVERY AND 
REGAN TO MAKE BUCKLES, SNUFF BoxES AND BUTTONS 
OF PLATED SILVER. 







NOW RESTING IN THE 
BRITISH MUSEUM IS 
A FINELY CARVED 
SKULL, WAICH WAS 
CuT OvT OF ROCK 
CRYSTAL BY THE 
AZTEC INDIANS. 
IT WEIGHS 476 
OUNCES , TROY, OR 
ABOUT 40 POUNDS 
| AND MEASURES 
84, INCHES IN WIDTH. / 





al THE DIAL OF AHAZ, OFTEN REFERRED To AS 
— THE FIRST RECORDED SUN DIAL, WAS PROBABLY 
- A FLIGHT OF STEPS VPON WHICH A BEAM OF 
SUNLIGHT FELL (SEE ISAIAH xxxvill) 





ye 
“ih f 4h 





TEN POUNDS OF PEWTER SPOONS AND 
CUPS WouLD WEIGH MORE THAN TEN 
POUNDS OF SILVER.ARTICLES OF THE 
SAME KIND. SILVER IS MEASURED By 
te ata, THE WINKING GEM”, AT ONE TIME THE PROPERTY OF 
MAKING A DIFFERENCE OF .7714e MX. MOUNG, JEWELER OF CALCUTTA, (NDIA, IS A STRANGE 
ANVOIR DU POIS POUNDS BETWEEN THE RUBY (BIRTHSTONE FOR JULY) OF MEDIUM SIZE IN WHICH r 

n ACH MEASURE APPEARS THE TINY IMAGE OF AMMAN WEARING A TURBAN. 
TEN POUNDS OF EACH . \F THE STONE 'S INVERTED THERE APPEARS THE FORM _ 
oF A WOMAN DEEP IN THE CENTER OF THE GEM, THE 








DIRECTOR OF THE GEOLOGICAL DEPARTMENT OF INDIA HAS 
/ AT THE STOWE IS FLAWLESS AND A FREAK 
Ne JEWELERS CRCULAR ng eg IT sod BEEN IN THE POSSESSION OF KING 
WILL PAY #222 FoR EVERY MINDON MIN OF BURMA AND CAME To THE 
“ERCT OUTRUNS FICTION” IDEA JEWELER THROUGH HIS WIFE , GRAND -DAUGH TER OF 
SUBMITTED BY A READER AND THE BURMESE RULER. THE JEWELER SET IT INA 
PUBLISHED ON THIS PAGE RING - SURROUNDING THE GEM wiITH BIAMONDS. 
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BLUEBIRD 


DIAMOND SYNDICATE 


Announces the 


EXPANSION 


of their distributor 


ORGANIZATION 


to include the following representatives 


I. ALBERTS’ SONS, INC. 
BOSTON 


E. BASTHEIM COMPANY 
LOS ANGELES 


BAUMAN-MASSA JEWELRY COMPANY 
SAINT LOUIS 


S. H. CLAUSIN & COMPANY 
MINNEAPOLIS 


A. G. SCHWAB & SONS 
CINCINNATI 


STEIN & ELLBOGEN COMPANY 
CHICAGO 


MAURICE J. WALSH, LTD. 
TORONTO 


BLUEBIRD 


DIAMOND RINGS 
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Cut Ruby 





Rough Ruby Crystal 
(enlarged) 


The Ruby stole a spark from Heaven above, 
To bring the July maiden fervent love. 


Ruby as the birthstone 


of July is a choice accepted generally by jewelers of this 
country. It is the accepted stone in the official list of the 
A. N. R. J. A. and the selection is evidently founded on 
the old birthstone lists of the Poles and the Russians 
which have formed the foundation of many of the lists 
used today. Among the Jews, the Romans and Italians, 
onyx was the accepted stone, but this is not considered in 
the classification of precious gems by most jewelers today 
and the choice of the Poles and Russians is, therefore, 
much more acceptable. Ruby is essentially a stone of 
summer, its color associates itself with the summer months 
and is a gem that is born in the hot climates, the best 
varieties being from three equatorial countries, Burma, 
Siam and Ceylon. 

Ruby has always been hailed as the emblem of love 
and in many languages is called ‘““The Heart of Love” 
or “Lovers’ Stone,” for as another poet says: 


The gleaming ruby should adorn 
All those who in July are born, 
For thus they'll be exempt and free 
From love’s doubts and anxiety. 

References to the ruby go back as far as written history 
and its value is referred to in the earliest Scriptures. As 
war and love have ever been associated so the planet 
Mars is said to be the guiding star of those who wear 
this birthstone. 


From a jewelry standpoint, 
the ruby is the most beautiful and most valuable and most 
highly priced of the corundum family of gems. It has 
all the general characteristics of corundum and is only 
distinguished from the other varieties by its red color. 
According to Dr. Bauer, the composition of the ruby is 
as follows: 


pa eee ee 97.32 
Iron oxide (Fe2O3)...........-- 1.09 
ON ee eee 1.21 


It is next to the diamond in hardness, being 9 in Mohs’ 
scale and has a specific gravity ranging between 3.94 and 
4.08 and is one of the densest of the precious stones. It 
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—The Birthstone for July 


Zodiacal Sign—Leo (The Lion) 
Significance—Content in Mind 
Associated Flowers—Pond Lily, Cowslip and Daisy 
Suitable for all fine jewelry and especially rings. 


is not attacked by acids either in the cold or when warm 
and according to Bauer is completely infusible before the 
blowpipe. It has a high index of refraction (1.76) and 
in the deeply colored specimens, its dichroism is very 
noticeable. 

In color, the ruby varies from the lightest rose tint to 
the deepest carmine but the color of greatest value in 
the stone is known in commerce as “pigeon blood ;” this 
is the color of arterial blood or as one expert puts it 
“that of the very center of the red ray of the solar 
spectrum.” The various shades of ruby are remarkable 
in that they lose none of their beauty in artificial light. 


Fine large rubies are very rare. A stone of good quality, 
pure and brilliant, the size of one carat or larger is often 
more valuable than a diamond of the same size; and with 
a stone running up above four or five carats, the price 
mounts into the thousands of dollars. The really fine 
ruby is one of the most expensive of gem stones and there 
is always a demand for the largest and finest specimens. 

Color plays the greatest and the most important part 
in the selection of rubies because a perfect ruby is rarely 
met with and a stone possessing brilliancy and true color, 
even though slightly imperfect, is considered more valu- 
able than a relatively perfect ruby of an inferior color. 
The finest quality rubies are called “Burmas” although 
inferior stones do come from that country. The “Beef- 
blood” rubies are the darker shades of red and the “French 
Color” the shade lighter than blood red. Siam rubies run 
from dark garnet to red brown and the Ceylon rubies are 
generally paler but brilliant. 

Beside Burma, Siam and Ceylon, previously mentioned, 
rubies are found in sections in and around India, in 
Brazil, Australia and some in the United States. In 
Burma, the chief home of the ruby, the mines are very 
old, being mentioned by Tavernier. The district of Mogok 
is the most important ruby tract. 

The public and even jewelers have at times associated 
the red colored spinel with the ruby referring to this as 
“spinel ruby” whereas, in fact, they are ruby spinels. 
Garnets, rose quartz, burnt Brazilian topaz and red 
tourmaline have also been mistaken for and sometimes 
passed off as rubies. The simple test is hardness. <A true 
ruby will scratch all other colored stones readily. The 
spinel can be determined by its low specific gravity and 
often in strong light a tinge of yellow is seen in most 
specimens. Neither spinel or garnet is dichroic or doubly 
refractive. 


The ruby was the first stone 
to be produced synthetically on a commercial scale, and 
synthetic rubies have all the chemical and optical proper- 
ties of the natural gem though they can be distinguished 

(Turn to page 75) 
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WORTHWHILE WINDOWS 


By 
POLLY PETTIT 





Wi you suggest a window 


> i 
for the dramatization of silver and glass beverage sets for 


the hot summer months? I have an opportunity to obtain 
fabrics of almost any color for use in this window and I 
am not certain what shades would be most appropriate. 


—R. E. O. 


Answer: Glass and beverage silver should be associated 
in the window with as much summer atmosphere as pos- 
sible. A fibre mat used on the floor of the window with 
tables of wrought iron and tile (if the size of the window 
will permit), together with silver articles for summer 
hospitality will at once suggest the useful and pleasant 
purpose to which these articles may be put. Ferns will 
enhance the effect of summertime silver; and ivy may be 
used in pots secured to a wrought iron fixture which 
hangs on the background. Silver for summer hospitality 
should include silver salad bowls, serving spoons and forks, 
silver pitchers, shakers, cups, corkscrews, jiggers, funnels, 
ice pails, tongs, ice tea spoons, bottle openers, etc. 

Green is the accepted summertime color because it is 
both cool and restful. Small figured cretonnes in several 
colors may also be used to advantage. ‘Table linens in 
pastel shades are appropriate and inviting. 


> 2's | have just added 


to my stock of stationery an attractive line of vacation 
papers and traveling portfolios. Previous to this my dis- 
play of stationery has been limited to a formal window 
of the different requisites for conventional occasions. Will 
you please suggest a way of showing the new line which 
will attract attention? Also: How could fountain pens 
and pencils be worked into this window ?—J. S. 


Answer: Samples of stationery can best be shown by 
mounting them on plaques. In the case of vacation papers 
the plaques may be decorated in such a way as to suggest 
the purpose of the papers, for example: Three samples 
of gay colored stationery mounted on a plaque and ac- 
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AND HOW TO PLAN THEM 








July Window Suggestions 


Independence Day 


Dramatize the Fourth of July in your window by a 
tribute to our Day of Independence. The center of 
interest may be a copy of the Constitution, a bust of 
Washington, a letter autographed by Washington, 
or a print showing the Headquarters of Washington 
at Valley Forge. 

One or another of such mementos are almost in- 
variably available, or the ingenuity of the jeweler will 
discover other means to honor the Day. Whatever 
silver is shown in such a display should be of the 
decorative type—vases or trophies. An arrangement 
of red, white and blue flowers (real flowers) in a 
silver vase would make an effective tribute to the 
Day. National holidays are the store’s opportunity to 
build up prestige. Such windows may not sell mer- 
chandise but they do sell store interest and reputa- 
tion. 


Silver for Summer Hospitality 


A good part of the rest of the month should be 
devoted to summer merchandise both for travel and 
entertaining. Silver offers an excellent opportunity 
for summertime showing. Its frosty coolness in- 
creases the pleasure of refreshment, whether in 
salad bowl, ice tea pitcher or beverage mixer. Sug- 
gestions for showing silver in a summer setting will 
be found in the answer to R. E. O’s question accom- 
panying this article. Such a display of summer silver 
could appropriately include the announcement that 
the jeweler will give away recipes for cooling 
draughts and salads upon request. Such recipes can 
readily be found in cook books and typed for the 
purpose, always emphasizing the appealing frosty 
coolness of foods and drinks when served in silver. 
Silver provides that degree of frigidity to summer 
foods which is indicative of a warm welcome. 











companied by a cut-out picture of a summer hotel in the 
mountains, or background sketch of a steamer. The 
traveling portfolios will work into such a display of sta- 
tionery very well indeed, as they would also in a travel 
window showing leather goods. 

Fountain pens and pencils are logically associated with 
writing paper and they should accompany the stationery 
in the display. A silver pencil may be attached to the 
plaque on which the stationery is mounted by means of 
two holes and a bit of ribbon. Pen and pencil could 
be attached diagonally across each sample of paper. 





CIRCULAR 


n 
ae 
ica 
< 
fa 
> 
iS 
> 
ie 
= 
ms 


































a 





~— & 


Louis F. Earl Says, 


“Changes of style will occur and some be- 
lieve we have developed a new lasting motif 
in the present vogue of ‘Modernism.’ We 
have many beautiful examples of this in 
jewelry of angular design with settings of 
diamonds cut in all manner of straight line 
effects; but the richest results are reached 
by combining these square and angular stones 
with small brilliants. It appears that these 








combinations together with a judiciously 


















placed curve here and there to relieve the 
monotony, seem to be the height of our mod- 
ern jewelry art. It has turned from the gro- 
tesque angular lines back toward a new field 
of refined severity brought about by harmony 
of straight lines blended with the softening 
curves of classic design.” 


Vv wT VW 











Designer Discusses Development of Jeweled Creations 


Wen asked the question, 


“How do you go about making a design’? it is rather 
difficult to find an answer for there is no set rule and 
probably every designer has some individual idea or 
method of procedure. We all probably first form a brief 
mental picture of arranging the materials at hand before 
starting to commit them to paper. 


The designing of jewelry is one of the most interesting 
of the commercial arts, made so by the handling and 
grouping of beautiful precious stones, frequently of ex- 
ceptional cut and luster, and the knowledge that you are 
creating something that has a personal value and delight 
for the recipient. 


To be successful you need not only a general knowl- 
edge of the various styles of ornament and how to com- 
bine and arrange their elements, but also a knowledge 
of the process of manufacturing jewelry, for it frequently 
happens that the novice makes a design which the jeweler 
finds impossible to execute. 


There. are a number of elements, surprising to the 
layman who merely admires the general result without 
analyzing the manner of obtaining it, which enter into 
every design. Frequently the designer is given a num- 
ber of stones which the owner has collected from out 
of date heirlooms and personal jewelry which he desires 
made into a new piece such as a bracelet or dinner ring. 
The owner has probably made a rough sketch endeavor- 
ing to convey the general style wanted. ‘The designer 
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must first arrange the stones to make the best grouping 
and display, taking into consideration the size and shape 
of the piece desired. He shifts them and changes them 
about until he has achieved the best balance, proportion, 
and grace. Often he is handicapped by poorly balanced 
stones, too many of certain sizes, too few of others, and 
in such instances a design which has merit and at the 
same time meets with the approval of the customer is a 
good indication of the designer’s knowledge and ability. 

When the stones have been arranged in a satisfactory 
manner, a design is mapped out in proper proportion and 
filled in with the style of ornament to be used. This 
may have been suggested by the customer or it may be 
what the designer considers most appropriate. Proper 
consideration must be given to make sure enough metal 
has been left so the stones may be set and so the jeweler 
will have sufficient space to make his piercings and -con- 
nections. This is where the knowledge of manufacturing 
enters the picture. 

Of course the ideal way to design a piece, from the 
designer’s point of view, is to be told to make a design 
for a piece to cost.a stated amount. In this instance he 
collaborates with the “diamond man” selecting the stones 
most appropriate for a pleasing design within the price 
specified, possibly changing a few as the design develops, 
and finally making a painting on celluloid from the com- 
pleted pencil sketch. When the estimating department 
has figured the costs, the design together with a quotation 
is sent the customer for his approval. 
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Diamond Agreement Concluded 


London Diamond Trade and Mining Circles Optimistic Over Terms of Contracts 
Between Diamond Syndicate, Diamond Corporation, Diamond 
Mines and South African Government 


Lonpon, June 1.—There is considerable satisfaction in 
both the diamond trade and in diamond mining circles 
over the news received from South Africa last month to 
the effect that the diamond agreement between the Union 
Government, the DeBeers Consolidated Mines, the Dia- 
mond Syndicate and the New Diamond Corporation, had 
been finally signed by the government. The agreement 
which now goes into effect is the result of the negotiations 
in London last November while Hon. A. P. J. Fourie, 
South African Minister of Mines, was in this country. At 
that time, the inter-producers agreement between the De- 
Beers, the New Jagersfontein, Premier (Transvaal), and 
the Consolidated Diamond Mines of South West Africa 
was perfected as was a sales agreement between each of 
these companies and the Diamond Syndicate. The Min- 
ister also approved of the cession of the agreements at a 
later date to the new Diamond Corporation formed. 


The agreements arranged for last fall provided for a 
proportionate limitation of the amount in value of the 
diamonds to be sold to the four companies named and 
for the sale of such diamonds to the Diamond Syndicate. 
The arrangements arrived at looked to the stability of the 
market, to having the supply of diamonds kept strictly in 
accordance with the demand and having prices charged 
to the South African cutters which will work out on a 
parity with the London prices and assortments as de- 
termined by the Syndicate. 


According to news received here, there were differences 
between the Diamond Corporation, the mines and the 
South African Government that had to be adjusted and 
which have finally been settled. According to the report, 
the new quotas settled give the DeBeers, 54.4 per cent, 
Premier, 10.6 per cent, Jagers, 10 per cent and Consoli- 
dated Diamond Mines of South West Africa, 25 per cent. 

The agreement provides for a maximum and minimum 
scale of purchases by the Diamond Corporation the form- 
er being reported variously at from £6,000,000 to 
£8,000,000 (excluding the stones to be taken from the 
Union Government), while the minimum purchases of 
the Diamond Corporation is given at £1,200,000 annual- 
ly from the mines, the sales by the Union Government to 
be reduced in proportion. The present purchases of the 
Diamond Corporation are on the minimum scale. 


The Union Government, it will be recalled, owns the 
Namaqualand diamond fields and has an interest in the 
other diamond mines. The government, according to a 
statement made by Mr. Fourie, has conducted negotia- 
tions with the producers with the result that there were 
sales agreements regulating the quantity of diamonds to 
be marketed from Jan. 31, 1931, to Dec. 31, 1934, and 
these agreements have fixed the quantity of diamonds to 
be purchased by the Diamond Corporation during each 
half year except 1931. According to Mr. Fourie’s state- 
ment, the purchasers shall not take less than £1,200,000 
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worth of diamonds or more than £4,000,000 and the 
minister will have the power to cancel the agreement in 
the event of any breach of the terms. 

So far as its own diamonds are concerned, the govern- 
ment has decided not to participate in agreements in any 
way but voluntarily will limit its sales proportionately to 
the sales made by the conference producers. 





Diamond importers and cutters in New York were 
greatly encouraged last week at the news above mentioned 
that the diamond agreement between the producing com- 
panies, the Syndicate and the Diamond Corporation of 
South Africa had been signed. Among those who re- 
ceived cables confirming the news was L. & M. Kahn & 
Co., who gave the substance of the cable as follows: 

“That the Syndicate, according to the new agreement, 
agrees to take about £2,500,000 annually from the four 
producing companies and nothing from the South African 
Government. Only if the demand increases to a point 
where their purchases from the producing companies totals 
£8,000,000, will the Syndicate be required to take a 
proportionate amount from the Government. The Gov- 
ernment is, however, allowed to sell to the South African 
cutters an amount not to exceed £750,000 annually, 
except under certain conditions when this amount may 
be somewhat increased. All the goods sold to the South 
African cutters will be at prices conforming strictly with 
the Syndicate’s prices to their customers, and the assort- 
ments will be identical. The above contracts are for a 
period of four years.” 





Scope of the New Diamond Corporation 


Lonpon, June 2.—The trade is just beginning to un- 
derstand that the new Diamond Corporation, Ltd., which 
is a party to the agreements that have recently been signed, 
is practically taking over the functions of the Diamond 
Syndicate. This was made known here in the course of 
the report of the directors of the Anglo-American Corpo- 
ration presented at a general meeting held in Johannes- 
burg on May 22, which referring to the new Diamond 
Corporation said: 


“This company was formed in February, 1930, with a paid- 
up capital of £2,500,000 increased later to £5,000,000, all of 
which was subscribed jointly by the members of the Diamond 
Syndicate and Producers. It acquired from the Syndicate as at 
Dec. 31, 1929, the latter’s stock of ‘outside’ diamonds, and 
during the past year has handled the marketing of these dia- 
monds. On Dec. 31, 1930, the corporation purchased the Syndi- 
cate’s stock of ‘Producers’ diamonds, and is paying for these 
by an issue of debentures, so that the Corporation has now 
taken over the entire business of the Diamond Syndicate and 
will in future deal with the marketing of both ‘Producers’ and 
‘Outside’ goods. This arrangement will, it is anticipated, 
strengthen the diamond trade.” 
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Death of the “Diamond King” 


Col. S. B. Joel, South African Mining Magnate and Head 
of Barnato Bros., Passes Away in England 


Lonpvon, June 1.—The death on May 22 of Col. S. 
B. Joel, head of Barnato Bros., and often referred to as 
the “King of Diamonds” removed one of the most pic- 
turesque as well as important figures in the control of 
the South African enterprises. For “Solly” Joel, as he 
was best known throughout the diamond and mining 
worlds, was not only a power in the Diamond Syndicate 
and a leading factor in the diamond and gold mines, but 
was interested in enterprises throughout South Africa and 
held high place as financier and sportsman and race horse 
owner. His death occurred at his Newmarket home, Moul- 


ton Paddocks, in his 65th year. 


Colonel Joel had been in failing health for considerable 
time and returned from South Africa where he spent 
the winter about a month ago. Last August, he had a 
heart attack and had relinquished many of his business 
duties. His sudden death here though not unexpected 
was a shock to both business and financial circles. 

Solomon Barnato Joel, though born in a poor Jewish 
family in the east side of London, became not only the 
master of a great Diamond Syndicate, the arbiter of the 
greatest of mining interests, but one of the very richest 
men of the British Empire. 

The foundation of his fortune came from his uncle, 
Barnett Isaacs, known as Barney Barnato whose meteoric 
rise from sidewalk clown in London to the great con- 
troller of the destinies of the diamond industry of South 
Africa, is familiar to the whole world. It was Barnato 
who was responsible for the stabilizing of the diamond 
industry and of diamond prices, which he accomplished 
with Cecil Rhodes, whom he afterward fought for com- 
mand and control of the industry. 


It was during this fight that lasted 13 years that Bar- 
nato brought his nephews, Solomon, Jack and Woolf 
Joel (all of whom had received the middle name of 
Barnato) from London to Africa and trained them to 
handle his colossal interests of the firms of Barnato Bros., 
and the Consolidated Investment Co. 

Diamonds were still pretty much of a wild-cat ven- 
ture when Solly Joel took over direction of the big busi- 
ness of the Barnato-Joel clan interests and proceeded to 
develop and consolidate them. It was he who devised 
the stabilizing machinery which operates in the world 
market today. He established the diamond syndicate to 
control output of the diamond mines and regulate the 
sale of stones. 

But before this, Cecil Rhodes, worn out from empire 
building, died in middle age, and Barney Barnato fell or 
jumped from a liner while on his way to London in 1897. 
Solly Joel inherited a lion’s share in the business and 
when his brother Woolf was killed by a blackmailer 


another large share went to him. 

He left South Africa for London and there directed 
his immense fortune. Not all of it was in diamonds. He 
owned. gold and copper mines, real estate and huge 
blocks of shares in railroads, chain stores and investment 
trusts. 

Col. Joel directed the syndicate well. When the World 
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War started he forced stockholders in the mines and 
government officials to agree to closing the mines and 
holding diamonds from the market until the time should 
come again when luxury prices could be kept up. 

So the shareholders lost in dividends and the govern- 
ment lost in taxes for three years, but when the industry 
was revived the government collected $2,500,000 in one 
year where its experts had reckoned that it would get 
about $250,000. 

Col. Joel was a life governor and director of the De 
Beers, the Premier Diamond Mines, the New Jagersfon- 
tein Mines and a host of other enterprises. 





London Diamond Market 


Lonpvon, June 2.—The increase in the number of dia- 
mond buyers from abroad who have been visiting the 
Amsterdam and Antwerp diamond markets of late has 
resulted in a shortage of stones, particularly in sizes from 
quarters to four grainers. Apart from this there is no 
important change in the position of the European diamond 
industry to report. 

The news received from Cape Town here this week 
to the effect that the price of rough diamonds in South 
Africa is to be kept on a par with stones marketed in other 
parts of the world is having a heartening effect on the 
trade. The new agreement signed by the Diamond 
Syndicate and the South African government provides 
for the purchase each half year after 1931 of not less than 
$6,000,000 nor more than $20,000,000 worth of stones 
by the Diamond Corporation. ‘The government agrees 
to limit sales of its own diamonds in proportion to the 
diamond sales of the producers with whom the agreements 
have been concluded. 

The Holborn Viaduct diamond houses, consider this 
new South African diamond marketing policy to be very 
helpful indeed to the diamond trade since it means that 
rough diamonds may not be sold any cheaper in the Cape 
than elsewhere in the world. Mines Minister Fourie says 
that his government has definitely decided on a policy 
having for its chief purpose the fostering of the diamond 
cutting industry of South Africa. Commenting on the 
boycott of the South African cutting industry by the 
European diamond cutting interests he said he is sorry 
that Holland and Belgium do not seem prepared to meet 
his people halfway on the proposition. ‘This reference, 
of course, is to the action of the International Commission 
in Belgium and Holland in connection with its decision 
that working hours be restricted by 50 per cent in the 
industry. The cutters in South Africa, he says, were 
quite prepared to cooperate in the matter of diamond pro- 
duction restriction providing the boycott was lifted. The 
Union government had suggested negotiations by the in- 
dustries in the various countries concerned but Europe, 
he says, still insisted on the 50 per cent reduction without 
making any concession in return. 

So far as the jewelry trade in the United Kingdom is 
concerned the season for the annual influx of visitors has 
arrived and the slight improvement in business that is 
being noted by the London jewelers is expected to be 
maintained for some time. A return to normal business 
conditions is even being discussed now, most of the leading 
merchants being agreed that the worst trade depression of 
recent years is now on its “last legs.” 
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WHY? 
TRU-STONES 


Make Perfect Birthstones 
BECAUSE ... 
COLOR 


REPRODUCTIONS ARE TRUE TO NATURE, 
AND FOLLOW THE ACCEPTED BIRTH- 
STONE LIST. THEIR SHADES MAKE THEM 
EXTREMELY ADAPTABLE TO THE NEW 
VOGUE IN COSTUME JEWELRY. 


CUTTINGS 


STAPLE AND FANCY IN ALL THE MODERN 
SHAPES: SUPERIOR BRILLIANCE ADDING 
TO THEIR DESIRABILITY. 


HARDNESS 


IDENTICAL TO NATURAL GEMS INSURES 
DURABILITY AND WEARING QUALITIES. 
DURING THEIR MANY YEARS ON THE 
MARKET, NOT ONE HAS BEEN RETURNED 
FOR REPLACEMENT DUE TO PREMATURE 
WEAR. 


GUARANTEE 


TRU-STONES ARE CERTAIN TO GIVE 
SATISFACTION. THE TAG 
IS YOUR ASSURANCE OF cu fiong 
| 
| 


QUALITY. 





CONFORMITY 


TO THE LEGENDARY BIRTHSTONE LIST 
IN COLOR AND SENTIMENT. 


MERCHANDISING 


MODERN ATTRACTIVE DISPLAYS AND 
ADVERTISING MATERIAL ARE AVAIL- 
ABLE TO THE TRU-STONE DEALER. ASK 
YOUR WHOLESALER, OR WRITE US FOR 
INFORMATION. 


IF YOU ARE BUYING SYNTHETICS DE- 
MAND TRU-STONES GUARANTEED BY OUR 
REPUTATION OF 33 YEARS’ FAIR DEALING 


|S, NATHAN & CO. 


71-73 NASSAU STREET, NEW YORK 


BRANCH OFFICE—i0 WEST 47th STREET, NEW YORK 
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Milwaukee District Jewelers’ Club 


MILwavukKEE, Wis., June 2.—The Milwaukee District 
Jewelers’ Club, which numbers among its membership the 


outstanding jewelers of the city, has elected Sam Dalin, 
West Allis, president of the organization to succeed Oscar 
Branchmann of Milwaukee. : 
Other officers elected include Gustave W. Fuchs, Jr., 
secretary; Erwin Metzke, treasurer, and Oscar Knobla, 
vice-president. 


Diamonds Demand Skillful Selling 
(Continued from page 35) 


will have the opposite effect, and especially is it true in 


the diamond department where values must be held stable. 
We make a definite rule of offering one price to everyone. ) 
That creates confidence. It certainly is never wise to 
raise a price after offering an article at a lower one, and 
to reduce it to a customer as a special favor might lead 


him to believe that the first price was not the correct one. 
“In tagging our diamond jewelry the figures and 
description are in plain writing so the customer may read se 
them, but the sales tags are small, and are not put in 
conspicuous places on the merchandise. The tags should ; 
never be visible when articles are in show cases. 
“A budget plan of buying and selling should be used. USE 


It may be handled by keeping purchases in proportion to 


sales. A buyer must maintain a close contact with market 
trends, study the advance styles of wearing apparel, and 
watch the attitude of the customer toward the diamond 
jewelry in the show cases. 


“We do not keep duplicate merchandise in stock. When 
a customer buys a diamond piece he likes to feel that he 
has something individual and different. An impression EXCLUSIVELY 
of quantity production is an exceedingly poor one to per- 
mit anyone to have. A diamond is an investment of 
permanence, and that investment is made more attractive 
in direct proportion to its individuality. 

“Each salesman keeps his own list of personal customers, 
with all of the information about each one that is avail- 
able. Notes on the things in which they are interested 
are important. Letters and telephone calls are used to 
maintain contacts. New customers receive as much atten- 
tion as do old ones. A satisfied customer is the’ best 
advertisement that a store can have, as she naturally takes 
pride in showing her diamond. ‘Telling her friends where 
she got it goes a long way-in establishing confidence in 
the store. 

“Service can help sales. The cleaning of diamond 
jewelry free of charge affords an opportunity to suggest 
remounting of stones. This can be done in such a way 
as to make the customer feel that an effort is being made 
to help, rather than to make a sale. It can be shown 
how another mounting would cost little more than the 
expense required to repair the old one. ‘The giving of 
service creates more contacts, which may lead to future 
diamond sales.” 












































R. R. Parcell, Chattanooga, Tenn., announces that he 
has taken R. S. Courtney into the firm as a partner. Mr. 
Courtney has been connected with the firm for some time 
as a clerk. The business will hereafter be known as 
Parcell & Courtney and will continue to do business at 
the same address. 
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These Facts Will Interest You 


Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because they 
are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 











Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


a2 535 FIFTH AVE., NEW YORK, N. Y. 
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International Committee Suspends Restriction 
on Diamond Cutting 


A special cable to the National Jewelers’ Publicity 
Association from Antwerp, May 20, stated that the In- 
ternational Committee of the Diamond Commerce and 
Industry decided today to provisionally suspend the 50 
per cent restriction of production agreement on May 24, 
as a protest against the refusal of the South African cut- 
ters to cooperate. 

The cutters are at present operating about 10 per cent 
of normal. It is suggested that the suspension of the 
agreement affords cutters the advantage that upon the 
recovery of business they will be able to operate full time 
with regular forces. 





Helping British Guiana Diamond Industry 


Lonpon, June 1.—Reports received here in the past 
month indicate that the British Guiana diamond industry 
is being assisted by the State in the form of reduced 
royalties payable on precious stones. Until recently dia- 
monds in the colony paid 50 cents. This tax has now 
been reduced to 35 cents. The ad valorem export duty 
has been reduced from 50 cents to six cents. This re- 
duced royalty on colony stones has been ceded in 
return for a guarantee on the part of diamond merchants 
to maintain employment at normal levels. 


The opening month of 1931 saw considerable hard- 
ships in the British Guiana diamonds fields. Many 
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JULES JURGENSEN—PAUL VALLETTE 


Split-Seconds 
Chronographs — Timers 
SOLID GOLD—FILLED AND NICKEL 


SOLE AGENTS 


HENRY FREUND & BRO. 


20 WEST 47th STREET, NEW YORK 





workers left the fields for the towns. Government in- 
vestigations revealed the fact that diamond prices had 
been depressed by traders to a figure insufficient to main- 
tain a standard of living of any decency at the prices 
operating for foodstuffs. The government stepped in and 
supplied food where necessary. 





London Reports Scarcity of Fine Quality 
Diamonds 


Lonpvon, June 1.—The curtailment in diamond out- 
put continues and stones of first-rate quality from the 
mines are becoming scarce. ‘The amount of alluvial 
stones coming to London has lessened considerably of late 
and the market is comparatively strong in consequence. 


In Europe the depression seems to be nearing its end. 
Better reports from the industrial centers continue to 
come in, with an accompanying fall in unemployment 
figures. Improving trade in Europe, India and the East 
is likely to be quickly reflected in better times for Uncle 
Sam. 


It is believed here that a final fall in prices will prevail 
in the United States very soon and that with this dramatic 
and troublesome “curtain” recovery will commence in 
earnest. The present situation in the United States is 
regarded here in the nature of a house cleaning that was 
bound to come and from which industry will emerge the 
stronger. In any case it is felt that America’s pessimism 
just now is as unreasonable as was her optimism of two 
years ago. 
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MARQUISE and EMERALD CUT 
ONDS 


Sapphi 
oa Emeralds 
and 4 
Star hi ) 
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JEROME RICHHEIMER 
20 WEST 47th ST. NEW YORK 
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Emeralds 
Rubies 
Sapphires 


Chinese Jade 


Aquamarines 





AMERICAN GEM & PEARL CO. 
SIX WEST FORTY-EIGHTH STREET 


Precious Stones 


Catseyes 

Star Rubies 
Star Sapphires 
Black Opals 
and other 





















Officers Elected at Luncheon Meeting of 
Jewelers’ Association of New York 


At the 18th annual meeting of the Jewelers’ Associa- 
tion of New York at the New Empire State Club on the 
2ist floor of the Empire State Building on Tuesday, 
May 26, the following officers and directors were elected: 
President, Emil W. Kohn, Theodore A. Kohn & Son; 
vice-president, Alfred Morell, Walter Dreicer & Co.; 
secretary, Victor A. Lambert, Lambert Bros., and treas- 
urer, Wm. G. McDougall. 

The directors elected are the above and Witherbee 
Black, Black, Starr & Frost-Gorham; William Doelker; 
Udall & Ballou; E. M. Gattle, E. M. Gattle & Co.; 
Henry Healy; Chapin Marcus, Marcus & Co.; Newton 
H. Rogers, Wm. Wise & Sons; Paul Rosier, Cartier, 
Inc.; J. Ernest Stern, Grand-Chatillon Corporation, and 
John Zuhr, Pickslay Corporation. 

Addresses were delivered by Harry C. Larter, president 
of the Jewelers’ Security Alliance which is the crime 
fighting organization of the jewelry industry, by Edwin 
L. Lilley, president of the A. N. R. J. A., and by Presi- 
dent Kohn, who presided. 





“Hall of Timekeeping” and Chicago’s New 
Museum of Science and Industry 


Cuicaco, Ixtt., June 1.—Announcement is made 
that in the Museum of Science and Industry now in the 
course of construction in Jackson Park, there will be a 
special department known as the Hall of Timekeeping 
in which will be portrayed the evolution of the art of 
timekeeping from ancient times to the present day. This 
will be shown in considerable detail beginning with 
replicas of Egyptian clepsydra, ancient sundials and hour 
glasses, oil clocks, Leonardo’s clock, Huygen’s pendulum 
clock and many other steps in horological development. 
There will be large operating models showing the de- 
velopment of both the escapement and the driving mechan- 
isms of modern clocks and watches and important ex- 
amples of modern watches and clocks. 

The Museum of Science and Industry was founded by 
Julius Rosenwald and, in planning the Hall of Timekeep- 
ing, it is hoped that the Museum will get the cooperation 
of the Horological Institute of America and all the promi- 
nent people in the watch and jewelry trade. A. M. 
MacMahon, curator of the Division of Physical Sciences, 
is in charge of this work. 





Ruby the July Birthstone 
(From page 59) 


by the expert who carefully examines their structural 
formation, particularly by the shape of the inclusions or 
macles. Prior to the introduction of synthetic rubies, 
there appeared on the market about 1885, so-called “re- 
constructed” rubies which were also called Geneva rubies 
after the city in which they were made. These were 
produced by fusing small particles of ruby by heat. The 
reconstructed gem was driven out of the market by the 
more perfect and cheaper scientific or synthetic product 
and today though the word “reconstructed”’ is often used 
in description, there are no reconstructed rubies on the 
market. ‘There never were “reconstructed” gems of any 
other variety. 
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SPORT 





WATCHES 


The vogue for SPORT WATCHES is 
now in the ascendency and these exquisite 
examples of the watch makers’ art by 
ZENITH have gained a place in the 
stocks of the best jewelers. These watches 
are fitted with the celebrated ZENITH 
movements which have attained the 
highest time-keeping perfection—a com- 
bination hard to excel. 


ZENITH WATCH COMPANY 


INCORPORATED 
64 West 48th Street, ‘New York, N. Y. 


POCKET WATCHES, WRIST WATCHES, 
CLOCKS 
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LOUIS N. MARX 


551 FIFTH AVE., NEW YORK 
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V7, SEE a 
RECOGNIZE PROFIT POSSIBILITIE 


because of 


ITS BEAUTY 


sland 








Now that the hue and cry of lower-prices-at-any-cost is 
dying away, it is gratifying to learn that the merit of beauti- 
ful design, fine workmanship and better finish is still recog- 
nized by able wholesalers and retailers. 





Of course, the prices of Peckham Jewelry have been re- 
vised, but only where lower costs have been possible with- 
out impairing those fine qualities which are expected in 
these products. 








Smartly-styled, finished with Baker-Rhodium, Peckham fine 
pierced jewelry is selling briskly—and profitably, to the 
jeweler. 





LOOK FOR 
J. H. P. 





. H. Peckham 
& Sons, Est’d 
1893, identify 
all products of 
their manufac- 
ture with these 
initials. 


J. H. PECKHAM & SONS ( 


NO. ATTLEBORO, MASS. 
N. Y. SALESROOM 9 MAIDEN LANE 








IF SHE CANNOT AFFORD THE GENUINE SHE WILL BUY PECKHAM JEWELRY 

















New Hampshire Convention 


LaconiA, N. H., June 1.—The annual meeting of the 
New Hampshire Retail Jewelers’ Association was held at 
Laconia Tavern, May 19 and 20, at which time officers 
were reelected as follows: President A. B. Duncan, Ports- 
mouth ; vice-president, W. L. Fickett, Concord ; secretary- 
treasurer, Mrs. Addie Fiske Goodell, Epping. 

Members of the executive committee chosen are: A. W. 
Burque, Nashua; C. E. Morrill, Concord; M. A. Noury, 
Manchester. 

President Duncan was chosen as the delegate to the 
A.N.R.J.A. The attendance was 135. President Lilley 
and Regional Vice-President McNeil attended the 
meeting. 





Wisconsin Retailers Meet at Milwaukee 


MitwavuKkeEE, Wis., May 26.—A. C. Hentschel of 
Milwaukee was reelected president of the Wisconsin Re- 
tail Jewelers’ Association at the closing session of the 
annual meeting at the Hotel Schroeder here on May 19. 
All other officers were reelected, including T. J. Dale, 
Kenosha; A. W. Anderson, Neenah, and Henry Stecher, 
treasurer. 

Directors for the ensuing year were elected to include 
Ray Stark of the Stark & Knobla jewelry store at Mil- 
waukee; W. H. Upmeyer of Bunde & Upmeyer, Mil- 
waukee; Sam Dalin, West Allis; Len M. Nelson, Madi- 
son, and John Conrad, Oshkosh. 

Sam Dalin was elected a delegate to the national con- 
vention to go with the president, A. C. Hentschel. Ed 
Jensen of Milwaukee was elected the alternate delegate 
of Mr. Dalin. 

The convention opened on May 18, with an address of 
welcome by Acting Mayor Cornelius Corcoran and _re- 
sponse by Henry W. Rank of the Rank & Motteram 
jewelry store at Milwaukee. The morning session in- 
cluded the annual reports of the officers and announce- 
ment of convention committees. The Milwaukee Whole- 
sale Jewelers’ Association entertained the convention dele- 
gates at a noon luncheon. 

In the afternoon, a round-table discussion on ‘The 
Jeweler and His Problems” was taken up with local 
speakers talking on various phases of the subject. R. W. 
Bolles, William A. Rogers, Ltd., discussed ‘Problems 
of the Retail Jeweler and His Silver Department” and 
A. W. Anderson talked on the growth and progress of 
the National Jewelers’ Mutual Fire Insurance Co. 

Monday evening a meeting of the National Jewelers’ 
Mutual Fire Insurance Co. was held with reports of 
various officers and a talk by L. A. Mingenbach, vice- 
president of the Hardware Dealers’ Mutual Fire Insur- 
ance Co. A buffet luncheon completed the activities at 
that time. 

Len M. Nelson, chairman of the legislative committee 
discussed “The Legislative Activities of the Association” 
on Tuesday morning. He was followed on the program 
by Geoffrey Willoughby, who told of the assistance ren- 
dered jewelers by the Better Business Bureau of the Mil- 
waukee Association of Commerce. 

At the closing session on Tuesday afternoon when 
officers were elected, a short address on “Price Mainte- 
nance” was given by Craig R. Sheaffer of the W. A. 
Sheaffer Pen Co. 


The annual dinner-dance was held Tuesday evening. 
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PEARLS, EMERALDS, 
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GENUINE 
ANTIQUE 
JEWELRY 


SOLID GOLD NECKLACES 
LOCKETS AND CHAINS 
BROOCHES, EARRINGS, PENDANTS 
BANGLE BRACELETS 
FLEXIBLE BRACELETS 
RINGS, COSTUME PIECES 
COMPLETE SUITES 


LEO ELwye & Co. 
INC. 
23 WEST pia ST. 


NEW YORK 





























First Come—First Served 








WwW 


HERALDIC. 1847 ROGERs bros. 
AND 


J AMESTOWN HOoLMEs & EDWARDS 


ARE 


DISCONTINUED 
AND 


CLOSED OUT 


We have filled in our stock of 
both patterns in order that we may 
take care of our customers’ orders 
until our stock is gone, and advise 
filling in at once. 


J. W. JOHNSON 


14 MAIDEN 
LANE 


1 W. 47th 
STREET 


ILVERWARE 
INCE 1869. 


N. Y. C. 
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Round and Fancy 





Shapes 


All Sizes. 
Selections Sent 






Memo 


on Request. 















CHICAGO, ILLINOIS 


July, 1931 





“TOKIO” PEARLS 


GENUINE PEARLS CULTURED 


DIRECT FROM FISHERIES 
MOST COMPLETE STOCK IN AMERICA 


ZIRCONS 


ALL SIZES — COLORS - — SHAPES 


GENUINE ROCK CRYSTALS 


NECKLACE CHOKERS 


PAPAZIAN BROTHERS 
DIRECT IMPORTERS 
DIAMONDS, PEARLS, PRECIOUS STONES 
2 West 46th STREET, NEW YORK, N. Y. 











DANIEL LEKER . 
MANUFACTURING JEWELER 


FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


Seed Pearl Jewelry 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 
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HAILED AS FASHION’S 
NEWEST FAVORITE... 


“Che Debutante” 












In the short time since its debut, this 








* new Edge creation, ‘The Debutante”, 
vo ee has scored an enthusiastic hit. Because 
or gold filled, green this watch attachment is new in design, 
or white (Rhodium), ultra-smart in its simplicity, and strik- 
famous Edge quality, 







ingly different in appearance, it is 


at attractive prices. : 
proving a big favorite. 











Ask your whole- SOLD THROUGH WHOLESALERS 
saler to show you 


samme WC. EDGE 
vorite, or write 

direct to us. a e 

* JEWELRY COMPANY 


480 Washington St., Newark, N. J. 
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Roe we aR Cn ae Ce CREE METRE SS RR Ta ARE: it SN RS OLS ee ee ee Re came 
see aie eee gate — ee Kies waa ee 4 Sic, Eo ere 3 Se re een a 
Rie Sti Seas cha “ie oe ere BE ze : aS Sb ar aes 
we SSD Se Sn RS ea Sass 

















eee tina ill cia ier. aie rhe lah doch 


wast SEL) ys aly Ven cyte Apt 


ON Set uae At 





80 THE JEWELERS’ CIRCULAR July, 1931 





ay 







ee 

\ Jou me 
Starling Sileia as 
NOT ENOUGH 





Pages of national advertising, placed 
before the best people of your neigh- 
borhood by several of our most influ- 
ential magazines, are now stressing the 
extra values of fine craftsmanship which 
are apparent in Watson-mark Sterling 
creations. 


WATSON-MARK 
STERLING 
will bring you ee 


SUCCESSFUL CRAFTSMANSHIP IN SALES 
as well as in SILVER 


Repeatedly new ideas, new patterns have proven that Watson Sterling 
has unsurpassed capacity to create profits for retail jewelers. But not 
alone because of the famous Watson craftsmanship in silver! As 
craftsmen in sales we also study to perfect ourselves and to bring greater 
success within the reach of our selected jewelers. You'll find that 
Watson-mark Sterling—tableware, hollow ware and single gift items— 
really has selling-power! 





NOW READY 
18 Sales Promotion Display Features 


Ask your Watson Sterling representative about these—useful, 

decorative, effective—chests, trays and displays for every type 

of store that carries Watson silver! They range from clever 

little counter displays for a few pieces of tableware to large 

window displays costing more than $100.00 each—from com- 

pact buffet-drawer trays to gorgeous family silver chests of 
‘mahogany with name plate and handles. 





THE WATSON COMPANY 
22 Watson Park 
Atriesoro, Mass., U.S. A. 

NEW YORK CITY LOS ANGELES 
347 Firrn Ave. 643 So. Oxtve Sr. 
CHICAGO 
37 So. WanasH Avg. 











Sterling silver trophies for Pacific Northwest Golf Association 





Building Summertime Trophy Business 


July is a month 
devoted to out-of-door athletic events offering an excel- 
lent opportunity for retail jewelers to add to their sum- 
mer business by promoting the sale of silver trophies. 

The baseball season is at its height, summer tennis and 
golf are flourishing and swimming events and other con- 
tests are on the daily schedule at this time of the year. 
These may all be developed into sales events by the 
jeweler who will go to the trouble of cultivating this 
trade. 

In many instances it is possible for the jeweler to 
inaugurate the idea of presenting silver trophies for 
various community activities. “Home Coming Week’’ is 
usually made an added attraction by having athletic con- 
tests of various kinds on the program. The jeweler who 
participates in civic affairs has the opportunity to supply 
prizes for such events by suggesting that the winners 
would appreciate and prize silver cups or some other 
piece of silverware. He can suggest to the local bankers, 
newspaper editors, to the mayor and other prominent 
citizens that they award trophies for some of the events. 

The 51 pieces shown above constitute one order placed 
by Mahncke & Co., Tacoma, Wash., for the Pacific 
Northwest Golf Association in anticipation of its 1931 
events. The retail value of the order was in excess of 
$2,000 and included prize cups, bon-bon dishes, goblets, 
water pitchers, a centerpiece, entree dishes, sandwich or 
roll trays, bowls, bread tray, relish dish, mayonnaise dish 
and other articles. The list is indicative of the extent to 
which silverware lends itself as prizes for athletic events. 
Each one of the pieces is suitably engraved for the respec- 
tive honor awarded. 
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As awards these trophies are divided into four classi- 
fications, applying to four golfing events: The 33rd An- 
nual Championship of the Fircrest Golf Club of Tacoma, 
Wash.; the Open Championship of the Tacoma Country 
and Golf Club; the Women’s Championship of the Fir- 
crest Golf Club, and the Mixed Foursome Event of the 
Fircrest Golf Club. 


Practically all silverware manufacturers have exten- 
sive lines of silver trophies that can be secured at once 
and also furnish sales building dealer helps which are of 
much value to the retail jeweler. 


The ever-increasing popularity 
of silverware as prizes particularly for summertime ath- 
letic events, is distinctly gratifying to the retail jewelers 
and those who make an extra effort to go after this busi- 
ness will profit in increased sales. In order to make the 
best of this opportunity the dealer should familiarize him- 
self with not only the coming events, but with the people 
in charge of them, particularly the individuals who are 
to dominate the selection of the prizes. Then the jeweler 
can offer his services as an expert in the selection of the 
articles. 


Prize cups are often selected as awards, but where the 
jeweler encounters resistance to sales of cups on the 
ground that the contestants have already won such prizes 
it can be suggested that there are many other articles of 
silverware suitable as trophies. 


The trophies illustrated above are the product of the 
R. Wallace & Sons Mfg. Co. 
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59.8% of 
the Weddings 


Occur During June, 


i 
a 








y July, August and September 















and a Greater Percentage of the Brides will Select 
Sterling made by America’s Leading Silversmiths! 


( Qn. of the most successful 


metropolitan jewelers we know places 50% 
of his silver advertising between May and 
October, realizing that 56.8% of the weddings 
occur during those months. He gets a satis- 
factory share of the brides’ initial orders against 
most formidable competition. He realizes too, 
that anniversaries must occur in equal pro- 
portion during that period and therefore, 
sells pieces to the brides of yesterday. He 
secures trophy business from local country, 
athletic and riding clubs following every pos- 
sible clue to a prospective buyer. 


enone ) nme 





















He continuously displays in windows and 
on counters the most desirable patterns pro- 
curable (such as are made by our Master 
Craftsmen). He is but one of hundreds of 
jewelers we hear and know about. 






















Are you using our experience in sell- || 
ing silver? If not, write our Promotion 
Department. 
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HIE GOIRITAM COMIPANY 
1831 — a century of leadership —1931 | 
PROVIDENCE, RHODE ISLAND 
























Where Hollowware Should Be Engraved 


Many questions as to the proper engraving of hollow- 
ware are constantly coming up to the retail jewelers as 
inquiries coming into the offices of THE JEWELERS’ Cir- 
CULAR indicate. A number of these questions relating 
to the engraving of different pieces we have submitted 
for settlement to an expert who has had long association 
with the leading silversmiths of the country and who 
writes: 

“A consensus of opinion is that articles, such as tea 
pots, coffee pots and cream pitchers should be so engraved 
that the monograms or initials will be seen by the guests 
of the party using them; that is on the side turned 
toward the guests as milady sits at the head of the table 
and holds the pitcher or pot in her right hand. The same 
rule is observed in marking water pitchers but occasion- 
ally silversmiths are requested to engrave them on the 
other side either for left-handed people or because the user 
wishes to see the initial. 

“To after-dinner coffee sets, the same rule applies as 
to tea sets. 

“Meat dishes or platters are usually engraved on the 
rim, though it is not unusual for silversmiths to be re- 
quested to engrave them on the center, and the jeweler 
must never forget that although these are general rules, 
the personal preference or the taste of the customer is the 
thing that governs in the long run. 

“After-dinner coffee cups and saucers usually have the 
engraving on both the cup and saucer, the engraving on 
the saucer is on the rim while on the cup it is in the same 
position as on the coffee or tea pot, namely, so that the 
engraving will show to the guests as it is held in the right 
hand.” 

The above are general rules to follow where no in- 
structions are given, but it is well to find out beforehand 
if the customer has a distinct preference or desires the 
engraving to be placed anywhere else, even after the cus- 
tom of the trade has been explained to him or to her. 





We’ve Bought a Ticket 
(From page 49) 


graduation gives us just another opportunity to further 
our price program. 

“For years we have stocked a wrist watch that has 
given exceptionally good service. Our source of supply of 
this item allowed us to price it very moderately. This 
year we are featuring it at a price which will be recog- 
nized by everyone as extremely low. Frankly, it will be 
sold as a bargain.” 

The question naturally arises: Isn’t there the danger of 
sacrificing prestige for price? Here is Mr. Hascall’s 
answer : 

“The plan doesn’t seem to work any hardships on us 
at all. While our program is one of expansion in general 
advertising and merchandising, yet it is also one of con- 
centration on old customers. 

“Through frequent and intimate direct-by-mail contact 
with our regular customers, we have bound them even 
closer to us. We make no effort to direct their attention 
to our low-priced merchandise. We are ‘holding our own’ 
in the strict sense of the phrase, and we are out building 
a greater and wider friendship.” 


THE JEWELERS’ CIRCULAR 
for July, 1931 


83 








FOLDING 
SPOONS 





The Vacation Season is at 


Hand 


These Spoons Make Very Ac- 
ceptable Gifts to Friends Who 
Are Going Abroad 


CURRIER 
q 
ROBY 


217 E. 38th St. 
NEW Yo 2 & 
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Ever alert to the first sign of a new trend in fashion, 
Wallace presents “La Reine.” This new sterling pattern 
with its rich decoration, reminiscent of the glorious age 
of Louis XIV, harmonizes perfectly with the present mode 
of greater elegance in dress and in home furnishings. 


Put your best efforts back of “La Reine!” It appeals 
to fashion-wise women who are refurnishing their homes 
in a more elaborate style—to brides who are starting their 
homes with a decorative scheme that expresses the revival 
of feminine frills. 


Wallace is ready with an excellent supply of dealer 
helps to aid you in your campaign. You'll want the dis- 
tinctive mirror window display, the handsome counter 
piece and a supply of the attractive leaflets to send to 
your mailing list. To complete the series, Wallace has 
prepared an attention-getting newspaper advertisement for 
which mats are available. 


Every jeweler will appreciate the sales value of the ex- 
ceptionally low prices for “La Reine.” You may, of 
course, be absolutely sure that this new Wallace design 
upholds in craftsmanship and artistic beauty the tradi- 
tionally high standards of Wallace. 





Wallace are designers and makers of tableware, dresser silver and 
trophies in Sterling; tableware and trophies in Silver Plate; Early 
American and De Luxe Pewter ..... . . Founded in 1835 


R. WALLACE & SONS MFG. CO. 
Silversmiths—W allingford, Conn. 


NEW YORK PHILADELPHIA CHICAGO 
411 Fifth Ave. 1204 Chestnut St. 10 So. Wabash Ave. 
SAN FRANCISCO LOS ANGELES 
140 Geary St. 811 W. Seventh St. 
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Pennsylvania Jewelers at Wilkes-Barre 


Wirkes-Barre, Pa., June 8.—The 26th annual con- 
vention of the Pennsylvania Retail Jewelers’ Association, 
held here May 17, 18 and 19, was the most constructive 
one in recent years. Manufacturing and wholesale houses 
exhibited on a larger scale than ever before and their 
displays interested the public as well as retailers. 


Features of the public events were the excellent address 
on jewelry and dress style trends by Madame Hamilton 
Jeffries fashion editor of THE JEWELERS CIRCULAR and 
the illustrated lectures on diamonds and silverware by 
John D. Enright of Philadelphia, president of the associa- 
tion, and by Fred J. Cooper of Philadelphia, past presi- 
dent. 

The association decided upon Lancaster as the conven- 
tion city for 1932 and elected these officers: President, 
John D. Enright; vice-presidents, J. C. Mumma, Read- 
ing; R. H. Hirsch, Harrisburg; W. K. Robert, York; 
George A. Lyons, Philadelphia, and W. W. Appel, Lan- 
caster; secretary, William Ward, Philadelphia; treasurer, 
William D. Pinkstone, Philadelphia; executive committee, 
Paul D. Harbach, Reading; W. Y. Yenny, Pittsburgh; 
William M. Bode, Philadelphia, former treasurer of the 
organization. 

The annual banquet was attended by several hundred 
persons. 





Philadelphia Jewelers’ Club Elects Officers 


PHILADELPHIA, June 8.—The Jewelers’ Club of Phila- 
delphia departed somewhat from its beaten path late last 
month in acting as host to a large number of Philadelphia 
retailers and others at a social evening in the Down Town 
Club in the Public Ledger building. More than 100 
accepted the invitation and heard an interesting talk by 
E. St. Elmo Lewis on present business conditions. A 
buffet supper was served following the address. 


Previous to the gathering the club held its annual elec- 
tion and chose these officers: President, W. Calver 
Moore; vice-president, Fred R. Keller; secretary and 
treasurer, Robert L. Coates; directors, L. P. White, L. 
F, Muller, George W. Reed, George F. Hoffman and B. 
F. Griscom. 





Duty on Watch Hands 


WasHINGTON, D. C., June 10.—The Bureau of Cus- 
toms has ruled on the classification of steel hands for 
watches in a communication which has been sent to the 
Collector of Customs at New York, which says in part: 

“The Bureau is of the opinion that watch hands made 
of a single piece of metal, whether or not covered with 
radium, are dutiable at 65 per cent ad valorem under 
paragraph 367 (c) (4) ; that watch hands composed of two 
or more pieces of metal are dutiable as sub-assemblies at 
the rate of 3c. for each part or piece under paragraph 
367(c) (3), whether or not covered with radium. 


“It is further of the opinion that the watch crowns of 
metal, with stones set in, being composed of two pieces 
fastened together, would constitute a sub-assembly, fol- 
lowing the decision in T.D. 44219, and be dutiable at 
3 cents for each part. You will be governed accordingly.” 
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Silver positively cannot 


tarnish in these... 
SILVERSEAL 














Patent Ne. 1791594 


Advertised in and guaranteed by 
Good Housekeeping,and approved 
by several thousand users 


| You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 








women there are in your community who | 


are looking for something in which to 

keep the silverware they already have 

from tarnishing. 

THESE CHESTS ARE NOT TO DISPLAY SILVER IN 
Write for catalogue and prices 


Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 


E. & A. Gunther Co., Limited, Brantford, Ontario, Canada| 
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Antique English Silver, | 
Sheffield Plate and Reproductions 











A fine reproduction of an old Sheffield Revolving Lazy Susan or 
Supper Dish—made in two sizes,.18 inch or 24 inch diameter. 


@ IN OUR SHOWROOMS * 


YOU WILL ALWAYS FIND A LARGE 
SELECTION OF 
ANTIQUE ENGLISH SILVER AND OLD SHEFFIELD PLATE 
AT VERY TEMPTING PRICES 








All Inquiries Are Promptly Attended to. 


EDWARD PRILL, INC. 


of Sheffield, England 
42-44 WEST 48th ST., Silversmith & Importer NEW YORK CITY 


LONDON OFFICE 
15 NORTON FOLGATE, LONDON, ENGLAND 






































The Care and Feeding of Jewelry Stores 
(From page 43) 


by the way a jeweler shows it. ‘That influence is not 
temporary but continues throughout the life of the piece.” 

“Another thing I’ve noticed,” the Old Veteran resumed, 
“is that your Kate always has her merchandise—I mean 
victuals—proportioned about right. Balanced ration, I 
think they call it. She knows her vitamins. 

A small amount of selected food generates more energy 
than a ton of careless fodder. In the same way a few 
small orders of just-what-he-needs merchandise nourishes 
the business of a jeweler more than a lot of big orders 
bought catch-as-catch can without sufficient thought. 

“Keeping a well balanced stock is one of the hardest 
jobs in jewelry merchandising. Almost before you know 
it the stock gets low on the good sellers and high on the 
slow movers. You have got to watch your merchandis- 
ing vitamins and feed the different kinds of goods into 
the stock in the same proportion as they are consumed 
out of the stock. 


T “That is why separate figures for each depart- 
ment are so necessary. A budget tells how much 
goods a store may need, but that budget should 
be divided into departmental figures to show 
what kind of stock is needed. Otherwise you 


can’t feed it a balanced ration. J 
= A 














“It’s stylish to be thin! I’ve heard Kate say that often. 
Maybe she was talking about jewelry stocks because it 
certainly applies there.” 

“I don’t get you,” Patty remarked. 

“Just what I said. A slim stock is a stylish stock; a 
fat stock—well, nobody loves a fat stock. Tell me Don, 
which is easier to sell from, a small fresh stock or a 
large stale stock ?” 

“The small fresh stock of course.” 

“Right you are. Salability depends more on freshness 
than on quantity. Now listen. A/l large stocks are old 
stocks and all small stocks are fresh stocks. You under- 
stand, of course, that when I say a large or small stock 
I mean large or small in proportion to the sales.” 

“But how can you tell the age of a stock?” Don asked. 

“There are lots of hard ways, but here’s an easy one 
which every merchant should remember: 

“The average age of any stock, in months, may 
be found by dividing the yearly rate of turnover 
into 12. 

“That applies to jewelry, lumber, bottles or anything 
else. If a jeweler has on hand as much stock as he sells 
during the whole year he turns his stock once a year 
and the average age of the stock on hand will approximate 
one year. 

“If he did the same business on half the stock he would 
double his turnover, making it twice a year. And the 
average age of the goods on his shelves would be only 
six months. If he turns his stock three times the average 
age of his stock is four months. Divide the rate of turn- 
Over into 12. 

“Of course, the fresher a stock is the more stylish and 
up to date it is bound to be. So when your Kate says, 
‘It’s stylish to be slim,’ she is telling the truth about the 
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Remarkable Downward Revision of Prices 


These are the most extraordinary reductions ever 
associated with sterling silver of established merit. 
These unparalleled prices will be in force only dur- 
ing the present market condition. Complete tea 
and dinner services to match. 


Tea Spoon Medium $10.00 Doz. 
Medium Forks 24.00 ” 
Medium Knives 21.00 ” 
Oyster Forks 11.00 ” 
Salad Forks Ind. 15.00 ” 
Bouillon Spoons 14.00 ” 
Cream Soup Spoons 1-) ae 
Butter Spreaders 12.66 * 
Ice Cream Forks 15.00 ” 
Ice Tea Spoons 18.00 ” 
Sugar Spoon 1.25 Each 
Butter Knife 2.00 ” 
Cream Ladle 235 ~* 
Gravy Ladle 1a * 
Olive Fork a 
Lemon Fork Fi 


Retail 


Sterling Silver our Specialty 


The Schofield Company 
Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 

















Prices—Attractive 


TRADE MARK 


Sremuine 
@23)1009 


Prices—Subject to Discount 


Matching odd pieces in 


Established 1871 








87 





THE JEWELERS’ CIRCULAR July, 1931 


rOSreR 


FASHIONED 


AND SALABLE 
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PRODUCTS 
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Year after year, for three generations, Foster fine 
sterling, enamelled toilet ware and novelties have held 
high favor with jewelers. 


The honor and reputation resulting from fifty-eight 
years of conscientious service and craftsmanship still 
persist. 


The influence of this long experience is evident in all 
Foster patterns. Stability and salability are the watch- 
words for the protection of our customers. Radical and 
sensational design is never permitted to mar the good 
taste which makes Foster products salable year in and 
year out. 


FOSTER «& BRO: CO: 


PROVIDENCE, R.1. 





























figures on a jewelry stock, as well as her own—and 
pardon the pun.” 
“H’m, that puts a new light on turnover,” Patty 
mused. “Slim stock, fresh stock ; fresh stock, stylish stock ; 
stylish stock, salable stock.” 

The Old Veteran deplored the fact that so many jewel- 
ers have no exact understanding of what turnover means 
nor of how it affects their business welfare. To make it 
more plain he illustrated it in this way: 

“Kate may not know it but she understands turnover 
better than many merchants. She knows if she keeps only 
one day’s supply of food on hand you will always have 
fresh food. If she kept a week’s supply she would be 
serving week-old food; a month’s supply would mean 
month-old food. 

“So she keeps as little on hand as possible, not because 
of the smaller investment, but simply because the less she 

_ has the fresher it is. Quantity discounts don’t tempt her 
a bit on perishable stuff. 

“Jewelry is no different. Yet I have heard more than 
one jeweler say, ‘I realize I turn my stock only once a 
year but everything in the store is fresh and salable.’ 

“That cannot be true. His stock has an average age 
of one year, which means some of it is less than a year 
old, consequently much of it is two and three years old. 
Turnover therefore is as much of a style problem as it is 
a financial problem. 


ss 
“I don’t mind telling you, Don, one reason | 


enjoy Kate’s meals is because everything is so 
fresh. Even though | am not a food expert she 
doesn’t have to tell me. Someway | just know 
everything is fresh. A jeweler’s customers are no 
different. They know when a stock is new and 


smart. J 
~ A 














“So the big-stock, slow-turnover store is in a bad fix. 
Its stock is older, as I have shown. Now—every time a 
customer comes in the salesman must either show her some 
old stock or not show it—one of the two. 

“If he shows it, even though she buys something, she 
gets a sour impression of the institution. If he doesn’t 
show it he’ll never sell any of it. It gradually becomes 
worthless. Either way is bad. 

“What I’m getting at is that the customer cares a lot 
about her jewelry store’s turnover—even though she may 
never have heard the word. 

“So, Don, if I were back in the active jewelry business 
I would try not to forget I couldn’t avoid serving hash 
occasionally to my customers. And July is the ideal 
hash month. 

“I'd be going all through my stock hunting odds and 
ends, pieces here and there that were tending to throw my 
stock out of balance. I would season them up with a 
little silver polish, fresh boxes or whatever else was needed 
to make them appetizing, and garnish them with tempt- 
ing price cards. 

“Then I would invite a store full of guests, receiving 
each as cordially and serving her as graciously as though 
she were at one of my most formal banquets. 
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TROPHY CUPS 


A large selection of pewter and silver-plated loving 
cups at exceptionally low prices. Fast service— 
shipment sent out the same day your order is re- 
ceived. 


Send for complete catalog. 


Manufacturers of Authentic Reproductions of 
Old Colonial Pewter 


THE MERWIN-WILSON COMPANY 


New Milford Connecticut 














SILVERSMITHS 


Factory: 
“ Compass Works” — Birmingham, England 
Show Rooms:—New York, N. Y., and London, England 


Quality Reproductions 
f 


English Antique Silver and 
Old Sheffield Plate Patterns 


Tea Sets—After Dinner Coffee Sets 
in Hallmarked Silver 


Heavy Silver Plate on Copper 
Platters, Well and Tree Platters, 
Fish Platters, Chop Plates, 
Tea Trays, Waiters, 
Vegetable Dishes, 

Gravy Boats, 
and 
Decorative Pieces 


Wholesale Show Rooms 
1348 SIXTH AVENUE NEW YORK 


Telephones: Circle 7- pone 
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SILVER 


PURE SILVER ANODES 


IN ALL SIZES 


STERLING SILVER 


IN SHEET, PLATE, CIRCLES, WIRE 


SILVER SOLDERS 


IN ALL FORMS AND GRADES 


THE AMERICAN PLATINUM WORKS 


N.J.R.R. AVE. AT OLIVER ST. 
NEWARK, N. J. 





A Reliable Source of Supply 
for Your Silver Needs 


A Prestige Founded on Near- 
ly 60 Years of Satisfactory 
Dealings in Platinum and 
Other Precious Metals with 
the Jewelry and Allied Trades, 
Is Your Warrant of High 


Quality. 


We Would Appreciate 
Your Trial Orders. 
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AT KENMORE STATION 





Here you will find that farfamed Boston spirit of cordiality. 
There is no end to conveniences at The Kenmore... 400 
rooms with tub and shower . . . Coffee Room, Empire Dining 
Room, free parking for your car and even a cheery 
a Morning” with the paper left at your door when you 
wake. 





Let us send you a Booklet “Historical Boston” 








“TIME OUT” 


For the Travelling Salesmen 


Are you penalizing your salesmen by 
forcing them to continually take “Time 
Out” to explain who and what their house 
and product happens to be? Obviously, 
it is their purpose to make you and your 
product well known, but . . . Must they 
continually start from scratch? Isn’t it an 
unnecessary waste of time, effort and ex- 
pense? 


Build them a background at nominal ex- 
pense, that will immeasurably increase 
their effectiveness. Consistent advertising 
in THE JEWELERS’ CIRCULAR will 
build your name and product into the 
consciousness of practically every -well 
rated jeweler in the United States. It will 
mean: 


No more “cold” calls—No more “Time 
Out” when consistently advertising in THE 
JEWELERS’ CIRCULAR which has the 
largest paid circulation of any jewelry 
publication and which therefore carries 
your message to the largest interested 
audience in the jewelry field. 
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New Trade Practice Rules for Jewelry Industry 


F. T. C. Submits Revised Rules in Groups | and 2 Which Are Approved 
by Wholesalers’ Convention at Chicago and at Meeting in New York 


WASHINGTON, D. C., June 6.—The trade - practice 
rules for the jewelry industry are about to be settled once 
and for all after two years of work on the part of the 
jewelry industry and revisions by the Federal Trade 
Commission. For it was on June 5, 1929, that the first 
rules for the jewelry industry generally were adopted at 
the Trade Practice Conference under the auspices of the 
Federal Trade Commission and the National Wholesale 
Jewelers’ Association at a meeting at the Edgewater 
Beach Hotel in Chicago. 

The rules then adopted, it will be recalled, were sub- 
mitted to the Federal ‘Trade Commission and after cer- 
tain revisions by the Commission and arguments by rep- 
resentatives of the industry, were promulgated in October 
of that year with an addition promulgated in December. 
However, owing to a general change in attitude on the 
question trade practice conferences on the part of the 
commission, a large number of rules for various industries 
were modified and among them those of the jewelry trade. 

The modified rules were submitted to the jewelry in- 
dustry through the representative of its various bodies 
that had attended the original conference and so drastic 
were the changes proposed that serious objection was made 
by the National Jewelers’ Board of Trade, the National 
Wholesale Jewelers’ Association, and other bodies, and a 
brief in opposition was filed before the Federal Trade 
Commission by the National Jewelers’ Board of Trade 
through its secretary, Byron L. Shinn, and its counsel, 
Morris L. Ernst of Greenbaum, Wolff & Ernst, who 
contended that the phraseology of the rules proposed in 
many cases changed the intent of the resolutions of the 
jewelry trade and in a very large number of cases (even 
where the intent was not changed), made them incapable 
of enforcement by practically requiring that an intent to 
deceive the purchaser must be clearly proved in all in- 
stances where complaints were made. 

The contentions of the Board of Trade were indorsed 
by various other associations, such as, the American Na- 
tional Retail Jewelers’ Association, the Jewelry Crafts 
Association, the Jewelers’ Vigilance Committee, and vari- 
ous state and local bodies. 

About a week ago, the Federal Trade Commission 
again presented to the jewelry trade a new revision of the 
trade practice rules submitting the same through the 
National Jewelers’ Board of Trade and the National 
Wholesale Jewelers’ Association. In their finally revised 
form, these rules, as far as definitions were concerned, 
while not perhaps as satisfactory as the original rules 
adopted two years ago, gave to the industry essentially 
what was required and eliminated the bad features of the 
phraseology objected to in the first revision. However, 
the new rules also eliminated a number of rules requested 
originally by the manufacturers and wholesalers of the 
industry. 

In accordance with the request of the Federal Trade 
Commission that the jewelry trade take action upon the 
new conference rules, the same were submitted to the 
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wholesalers in attendance at the convention of the Na- 
tional Wholesale Jewelers’ Association in Chicago, June 
4 and 5 and approved by the convention. It is expected 
they will be approved also by the representatives of the 
manufacturers, retailers and wholesalers who meet in 
New York next week. 


, 
Jewelry Trade Practice Rules 
As revised by the Federal Trade Commission 
Group 1 

RULE 1.—The false marking or branding of products of the 
industry, with the effect of misleading or deceiving the pur- 
chasers with respect to the quantity, quality, origin, grade or 
substance of the goods purchased, is an unfair trade practice. 

RULE 2.—The making or causing or permitting to be made 
or published any false, untrue, or deceptive statement by way 
of advertisment or otherwise concerning the grade, quality, 
quantity, substance, character, nature, origin, size, or prepara- 
tion of any product of the industry having the tendency and 
capacity to mislead or deceive purchasers or prospective pur- 
chasers, is an unfair trade practice. 

RULE 3.—To falsely describe any diamond as “perfect” 
which discloses flaws, cracks, carbon, spots, clouds, cloudy tex- 
ture or blemishes of any sort when examined by a normal 
eve under an ordinary diamond loupe with the effect of mis- 
leading or deceiving purchasers or prospective purchasers, is 
an unfair trade practice. 

RULE 4.—To falsely describe a diamond by the use of the 
term “blue white” in advertising or selling it when the diamond 
viewed from the front and unset shows any tint of color other 
than bluish in clear daylight with the effect of deceiving or 
misleading purchasers or prospective purchasers is an unfair 
trade practice. 

RULE 5.—To falsely apply the word “diamond” to any other 
than the genuine stone, which is carbon in its crystalline state, 
with the effect of deceiving purchasers or prospective pur- 
chasers, is an unfair trade practice. 

RULE 6.—To falsely describe any imitation of a genuine or 
synthetic stone as other than an imitation, with the effect of 
deceiving purchasers or prospective purchasers, is an unfair 
trade practice. 

RULE 7.—To falsely apply the term “synthetic” to stones 
other than those produced by artificial means and having ap- 
proximately the same characteristics as genuine precious stones 
with the tendency and capacity to mislead or deceive purchasers 
or prospective purchasers is an unfair trade practice. 

RULE 8.—To falsely represent a fresh water pearl as a 
salt water pearl, with the effect of deceiving or misleading 


purchasers or prospective purchasers, is an unfair trade 
practice. 
RULE 9.—To falsely represent “culture pearls” as natural 


pearls, with the effect of deceiving or misleading purchasers, 
or prospective purchasers, is an unfair trade practice. 

RULE 10.—To advertise imitation pearls for sale without 
using a word or words conspicuously and clearly portraving 
that the product is an imitation and not genuine, with the effect 
of deceiving or misleading purchasers or prospective purchas- 
ers, is an unfair trade practice. 


RULE 11.—The secret payment or allowance of rebates, re- 
funds, commissions, or unearned discounts, whether in the form 
of money or otherwise, or secretly extending to certain pur- 
chasers special services or privileges, not extended to all pur- 
chasers under like terms and conditions, with the intent and 
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Contracts have been completed between this 
firm and the individual members of the Virgin 
Diamond Syndicate providing for the prompt 
and efficient distribution of Granat diamond 
mountings and wedding rings by the members 
of that important group of wholesalers. Under 
the new plan Granat products will be quickly 
available to jewelers everywhere through the 
services of a distributor in their immediate 


Granat Is Happy to Announce 
A New Plan for Nation-Wide Distribution 





Carefully selected stocks will be maintained 
in each of the strategic cities represented by 
this group and your inquiries, addressed to 
your nearest jobbing member of this group, 
will bring you prompt service. Granat takes 
great pride in the acceptance and endorse- 
ment of the line by houses of such excellent 
standing and reputation. Including our West- 
ern distributors (non-members of the syndi- 





vicinity. cate) the list now comprises the following: 
Boszhardt-Possin Co. James J. Burke & Co. Greenwold-Grift Co. 
Milwaukee St. Louis Cincinnati 
Hall Bros. Co. H. O. Hurlburt & Sons M.S. Page Co. 
Pittsburgh Philadelphia Boston 
The Goldsmiths’ Co. Western Territory C. A. Kiger Co. 
: K Ci 
aon L. A. Giacobbi & Co. tare 
San Francisco 








GRANAT MANUFACTURING COMPANY 


SAN FRANCISCO 
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with the effect of injuring a competitor and where the effect 
may be to substantially lessen competition or tend to create a 
monopoly or to unreasonably restrain trade, is an unfair trade 
proctice. 

RULE 12.—The selling of goods below cost with the intent 
and with the effect of injuring a competitor and where the 
effect may be to substantially lessen competition or tend to 
create a monopoly or to unreasonably restrain trade, is an 
unfair trade practice. 

RULE 13.—To represent in advertisements or otherwise that 
a concern is a manufacturer, wholesaler or importer when in 
fact such concern is not engaged in the manufacturing, whole- 
sale or importing business with the effect of misleading or de- 
ceiving purchasers or prospective purchasers, is an unfair 
trade practice. 

RULE 14.—It is an unfair trade practice for any person 
engaged in interstate commerce, in the course of such commerce, 
either directly or indirectly, to discriminate in price between 
different purchasers of commodities, where the effect of such 
discrimination may be to substantially lessen competition or 
tend to create a monopoly in any line of commerce; provided 
that nothing herein contained shall prevent discrimination in 
price between purchasers of the same class on account of differ- 
ences in the grade, quality or quantity of the commodity sold, 
or that makes only due allowance for differences in the cost of 
selling or transportation, or discrimination in price in the same 
or different communities made in good faith to meet com- 
petition; and provided further, that nothing herein contained 
shall prevent persons engaged in selling the products of this 
industry in commerce from selecting their own customers in 
bona fide transactions and not in restraint of trade. 

RULE 15.—Maliciously inducing or attempting to induce the 
breach of existing contracts between competitors and their cus- 
tomers by any false or deceptive means whatsoever, or inter- 
fering with or obstructing the performance of any such con- 
tractual duties or services by any such means, with the purpose 
and effect of unduly hampering, injuring, or embarrassing com- 
petitors in their businesses, is an unfair trade practice. 

RULE 16.—The practice of shipping or delivering products 
which do not conform to the samples submitted or representa- 
tions made prior to securing the orders, without the consent 
of the purchasers to such substitutions, and with the effect of 
deceiving or misleading purchasers, is an unfair trade practice. 

RULE 17.—Directly or indirectly to give or permit to be 
given or offer to give money or anything of value to agents, 
employees, or representatives of customers or prospective cus- 
tomers or to agents, employees, or representatives of com- 
petitors’ customers or prospective customers, without the knowl- 
edge of their employers or principals, as an inducement to 
influence their employers or principals to purchase or contract 
to purchase industry products from the maker of such gift or 
offer, or to influence such employers or principals to refrain 
from dealing or contracting to deal with competitors, is an 
unfair trade practice. 

RULE 18.—The sale or offering for sale of any product of 
the industry by any false means or device which has the ten- 
dency and capacity to mislead or deceive customers or pros- 
pective customers is an unfair trade practice. 


Group II 


RULE A.—The application of the term “Oriental pearl” to 
other than pearls found in salt water is condemned by the 
industry. 

RULE B.—The application of thé term “synthetic” to any 
stones, the exact characteristics of which do not come within 
the following approximation of the genuine precious stones, 
is condemned by the industry: 

a. Same hardness with a tolerance of 5 per cent over or 

under the extremes of the genuine. 

b. Same dichorism. 

c. Same specific gravity or density with a tolerance of 5 per 

cent over or under the extremes of the genuine. 

d. Same chemical constituents with reasonable tolerance in 

the proportion of the constituents. 

RULE C.—The term jewelry is understood to include watches, 
clocks, diamonds, and other precious and semi-precious stones, 
silverware, and articles for personal wear or adornment of 
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any character whatsoever commonly and commercially known 
as jewelry. 

RULE D.—The use of such terms as “perfect cut,” “perfectly 
cut,” “eye clean,” “commercially perfect,’ or “commercially 
white” in advertising and selling diamonds is condemned by 
the industry. 

RULE E.—The weight of diamonds should be described only 
in the standard metric carats or decimals, and the use of frac- 
tional weights is condemned by the industry. 

RULE F.—The industry hereby records its approval of the 
definition of a qualified wholesale distributor to be one whose 
principal business is selling to the retail dealer. 

RULE G.—The use of his power of appointment of Watch 
Inspector by a General Watch Inspector for Railroads to force 
dealers to buy their goods of him, and the furnishing of Rail- 
road passes by a general Watch Inspector to influence dealers 
to buy their goods of him is condemned by the industry. 

RULE H.—Contracts, either written or oral, are business 
obligations which should be performed in letter and spirit. 
The repudiation of contracts by sellers on a rising market, 
or by buyers on a declining market, is equally reprehensible, 
and is condemned by the industry. 

RULE I.—Inexcusable failure to deliver merchandise at the 
appointed time and promising delivery dates which it is certain 
cannot be lived up to is condemned by the industry. 

RULE J.—Sending invoices an unreasonable time after the 
merchandise is shipped, preventing the buyer from marking 
and placing the merchandise on his shelves immediately upon 
arrival, is condemned by the industry. 

RULE K.—Sending invoices an unreasonable time in advance 
of the shipping of the merchandise, necessitating the taking of 
cash discounts before the merchandise is received and inspected, 
is condemned by the industry. 

RULE L.—A committee of five should be appointed to arrange 
for conferences of manufacturers of imitation ivory, imitation 
leather goods, gold-plated and gold-filled jewelry for the pur- 
pose of drawing up proper rules and definitions to prevent 
misbranding and mis-description of jewelry and reporting on 
the same to the Federal Trade Commission. 

RULE M.—The use of the term “indestructible” or its equiva- 
lent as applied to natural or imitation pearls in the advertising 
or sale thereof is condemned by the industry. 

RULE N.—The industry records its approval of distributing 
information covering delinquent and slow accounts insofar 
as it may be lawfully done. 


The New York Meeting 


At a meeting held at the National Jewelers’ Board of 
Trade, Friday, June 12, under the auspices of the Good 
& Welfare Committee, members of this committee and 
of the various sub-committees formally appointed by the 
Board to take action on the trade practice definitions on 
diamonds, pearls, precious stones, jewelry, watches and 
other lines that come into the jewelry trade, together with 
representatives of the Jewelers’ Vigilance Committee, the 
Jewelry Crafts Association, the American National Retail 
Jewelers’ Association, and other bodies interested in the 
subject, the new revised trade practice rules submitted by 
the Federal Trade Commission were read and discussed. 

It was recommended by counsel for the National 
Jewelers’ Board of Trade, that the rules be accepted and 
adopted as about the best expression of opinion on defini- 
tion and practice that could be possibly obtained from the 
Federal Trade Commission at this time. Both Counsel 
and Secretary Shinn, as well as representatives of some of 
the other bodies who have studied the new rules, all 
agreed that the objectionable features of the first revised 
rules had been eliminated. 

It was the sense of the meeting that the rules be ap- 
proved. 
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UGBEE & NILes Watch 
Attachments are found 
in the most exclusive 

stores and on the finest watches. 


For over 70 years our name has 
stood for Quality, Dependabil- 


ity and Service, and for the 


maintenance of high ideals in 
the conduct of business. 


BUGBEE @ NILES 
COMPANY 


NORTH ATTLEBORO, MASS. 
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How Watch and Clock Sales Were Distributed in 1929 


WasHinctTon, D. C., June 1.—Sales to wholesalers 
make up over three-fifths of the sales by manufacturing 
plants engaged primarily in the manufacture of clocks, 
watches and parts. Data collected by the Census of Dis- 
tribution show that of the total sales by these establish- 
ments in 1929 amounting to $88,665,000, 61.9 per cent, 
or $54,877,000, was made in this way. 

Manufacturing plants sold 17.8 per cent, or $15,746,- 
000 worth of goods to their own wholesale branches for 
distribution to wholesale and retail dealers, and/or to 
users. 

The remaining sales were made through the following 
channels: To industrial users (factories, large stores, elec- 
trical contractors, manufacturers of watches and clocks, 
etc.), and interplant transfers, 14.5 per cent, or $12,887,- 
000; and to retailers, 5.8 per cent, or $5,155,000. 

Only a very small part of the above sales ($3,148,000) 
were made through manufacturers’ agents, selling agents, 
brokers, and commission houses. Fifteen of the manufac- 
turing plants in this industry made sales through these 
agencies. This sum does not include sales made in this 
way by manufacturers’ own wholesale branches. 

The value of products for this industry as reported by 
the Census of Manufactures exceeds the total sales as 
shown above by $2,293,000. This difference is made up 
of $1,122,000 worth of custom work and repairs, and 
$1,171,000 of increases in inventory neither of which 
sums is included in sales. 

Attention is invited to tables two and three which 
show the selling methods employed by manufacturing 
plants whose production is 90 per cent or more clocks, 
clock movements, and parts, and time recording mechan- 
isms; and watches, watch cases, watch movements, and 
parts, respectively. 

The 121 manufacturing plants included in this report 
are those engaged primarily in making clocks, clock move- 
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ments, time recording devices, time stamps, watches, watch 
movements, watchcases, watch and clock materials and 
parts such as main springs, hairsprings, balance wheels, 
jewels, chimes, dials, pendulums, etc., and clock cases. 

Statistics showing quantity and value for the above 
mentioned commodities, and other facts may be found 
in the combined report on clocks, watches, and parts 
issued by the Census of Manufactures October 16, 1930. 
A copy of that report will be furnished free upon request 
to the Census Bureau. 


Tabie I. Summary—Sales, 1929, by Manufacturing Plants in the Clock, 
Watch and Parts Industry. 
Selling Value Percentage Number of 
(F.O.B, factory) of Sales Plants 
Total $88,665,000 100 % 121! 
Sales to manufacturers’ own. whole- 


enle WESMONEE 2 kc euxsseanes 15,746,000 17.8% 16 
Sales to deaiers: 

WHINE ota cused wen seauaes 54,877,000 61.9% 62 

MEE GOONS wok « ecahud Goan 5,155,000 5.8% 36 
Sales to industrial users and _ in- 

terplant transfers (factories, 

large stores, electrical con- 

tractors, manufacturers of 

watches and clocks, etc.).... 12,887,000 14.5% 53 


Table II. Summary—Sales, 1929, by above Manufacturing Plants en- 
gaged principally in making Clocks, Clock Movements and Parts and 
Time Recording Mechanisms. 

Selling Value Percentage Number of 


(F.O.B. factory) of Sales Plants 

Total value of clocks, clock move- 

ments, and parts and time 

recording mechanisms made in 

the clock, watch and parts 

ROGUE: | addaswcdaceudcuanes $37,244,000 
Total sales by manufacturing 

plants, 90% or more of whose 

production is clocks, clock 

movements and parts........ 35,667,000 100 &% 553 
Sales to manufacturers’ own whole- 

GU RUE 4 6 8k a ékxelnsees 5,794,000 16.2% 6 
Sales to dealers: 

WORN 8 oy cd aenheaea news’ 17,938,000 50.3% 27 

MRM het cba d wade wndeces 1,415,000 4.0% 18 
Sales to industrial users and _ in- 


oo ay eer 10,520,000 29.5% 33 
Only a very small part of the above sales ($3,148,000) 

were made through manufacturers’ agents, selling agents, 

brokers, and commission houses. Fifteen of the manu- 


(Turn to page 97) 
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To 
Manufacturers— 


Wholesalers— 


Importers— 


in the Jewelry and Allied Trades. 


Your name will be listed in the 
1931-32 Edition of 
The Jewelers’ Circular Buyers’ Directory 





Advertisers’ names will be printed in large 


faced type. 


Fortify. your listing with good directory 
copy specifying kind and classification of 
your mechandise. 


When jewelry buyers refer to this handy 
pocket directory your advertisement will 
register effectively for the entire year, and 
at very little cost. 


Directory forms close June 26th. 
Reserve your space NOW. 


Jewelers’ Publishing Corp. 


239 West 39th St., New York 
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Business 


Follows 


Editorial Leadership 


A business publication does not just 
happen to be successful. It succeeds 
because it satisfies a need for in- 
formation—accurately, authoritatively, 
interestingly. No publication has 
a more enthusiastic following and 
a greater reader interest than THE 
JEWELERS’ CIRCULAR. 


For 62 years, THE JEWELERS’ 
CIRCULAR has maintained undis- 
puted leadership in the jewelry trade 
by finding out what the industry wants 
to know and then printing it accu- 
rately, authoritatively, interestingly. 


That is why you will find THE 
JEWELERS’ CIRCULAR so fre- 
quently quoted when there is need for 
an authoritative opinion—and that is 
why our Information Department is 
answering thousands of questions by 
wire, phone, mail, and personal call. 


The value of a business publication 
as an advertising medium lies in the 
degree in which the advertising mes- 
sage will be seen by those who have 
the power to buy the advertised prod- 
uct. 


Maximum “seeing” comes from 
maximum reading—and THE 
JEWELERS’ CIRCULAR enjoys a 
maximum reading because of its edi- 
torial leadership. 


It pays to Advertise Consistently in 
THE JEWELERS’ CIRCULAR—the 
only Jewelry publication to show an 
increase in paid circulation during the 
past 18 months—a steady, definite and 
worth-while increase. 
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Watch Case Guarantees 


Revised Trade Practice Rules Suggested for Watch Case 
Industry by Federal Trade Commission 


WasHINcTON, D. C., June 1.—The Federal Trade 
Commission has reconsidered its action on the Trade 
Practice Rules for the watchcase industry which were 
adopted by the industry at a conference held in New 
York, Feb. 21, 1930, and has suggested rules which 
should be adopted by the watchcase industry or the Na- 
tional Watch Case Manufacturers’ Association which will 
be accepted by the commission. If this approval does not 
come within 30 days, the commission will withdraw its 
approval and acceptance, according to a statement made 
by Otis B. Johnson, secretary of the Federal Trade Com- 
mission, in a letter sent out May 29. 


The principal change in the rules as suggested is, first, 
that they be put in Group II as the recommendations of 
the industry. For instance: Rule A is to the effect that 
the industry recommends that in every instance the manu- 
facturer and the dealer place the maker’s trademark con- 
spicuously on the inner surface of the lid or cap of the 
watch and in the case of wrist watches on the inner case 


of the back. 


Rule B is a recommendation that the time guarantees 
be definitely restricted to 25, 20 and 10-year cases. 


Rule C—that the industry recommend that the official 
standard for 25 years case provide for a sheet of gold on 
the surface, back, center, etc., of not less than four one 
thousandths of an inch in thickness and that the gold on 
the inner surface of the back, caps, etc., be not less than 
one one thousandths of an inch in thickness, and that the 
mark indicating such thickness shall be expressed in 
decimals. 

Rule D, covering 20 year cases, provides that the gold 
shall be not less than three one thousandths of an inch on 
the outer surface and one one thousandths on the inner 
with the same regulation as to marking. 


Rule E, that 10 year cases have a minimum layer of 
gold on the outer surface of one and one-half one thou- 
sandths and the recognized marking shall be ‘“—karat 
rolled gold plate guaranteed or warranted 10 years.” 


Rule F provides that the industry condemn the use of 
the word “gold” or the karat mark, or both, or any color- 
able imitation of the word on cases containing less than 
one and one-half one thousandths of an inch of gold on 
the outer surface. 


Rule G provides that the industry accepts the principle 
that the time guarantee or any description intended to 
describe the quality of a watchcase shall relate to the 
wearing quality of the precious metal content of the case 
and to no other feature. 


Rule H is a recommendation by the industry that all 
nickel or base metal cases be stamped with the word 
“nickel” or “base metal” and condemns the manufacture 
and sale of such cases unless so stamped. 


In its report on the revision of the rules, the Federal 
Trade Commission declined to approve or accept the 
resolution adopted by the industry at the conference, Feb. 
21, 1930, to the effect that the industry would regard and 
condemn the introduction of any other classes or group- 
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ings of time guarantee cases as a subterfuge and an 
attempt to evade the practices sought to be established by 
this conference. 


The standards and definitions formerly adopted and 
desired by the watch case manufacturers are incorporated 
in the suggestions of the Federal Trade Commission but 
the principal change is that they now become recommen- 
dations of the industry instead of requirements of the 
Federal Trade Commission. They will be taken by thé 
Federal Trade Commission as an expression of the ethics 
and standards of the industry in determining specific com- 
plaints which may be brought before it. 





Diamond Imports for April 


WasuinctTon, D. C., June 3.—An advance compila- 
tion of the diamond imports for April just made to THE 
Jewe ers’ CIRCULAR indicates that the total value of 
these gems brought in amounted to $1,217,911. This 
was about $255,000 less than the imports of April of last 
year and about $134,000 less than was imported in March 
of this year. 


Of the total, the value of the cut stones is given as 
$789,024 and that of the rough or uncut, $428,887. It 
will be noted that the amount of rough imported is the 
largest brought in in any month since October last and 
is about $177,000 more than the rough brought in a year 
ago. The value of the cut stones though considerably 
less than in March, is slightly more than the amount 
brought in in February. 


Of the rough imported, about $48,796 came directly 
from South Africa and the bulk of the other shipments 
came from Antwerp. ‘The amuunt of rough brought 
through the London Syndicate during the month was 
negligible. During the month, we brought rough from 
British Guiana to the amount of $3,149 and a small 
shipment from Brazil of $256. 

Incidentally, it might be mentioned that the bulk of 
the cut stones came from Antwerp, Amsterdam being 
credited with but $169,520, and the Union of South 
Africa, $18,874. 





Watch and Clock Sales 
(From page 95) 


facturing plants in this industry made sales through these 

agencies. ‘This sum does not include sales made in this 

way by manufacturers’ own wholesale branches. 

Table III. Summary—Sales, 1929, by Manufacturing Plants engaged 

principally in making Watches, Watch Cases, Watch Movements and 
Parts. 


Selling Value Percentage Number of 


(F.O.B. factory) of Sales Plants 

Total value of watches, watch 

cases, movements and parts 

made in the clock and watch 

movement and parts industry. $53,714,000 
Total sales by manufacturing 

plants, 90% or more of whose 

production is watches, watch 

cases, movements and parts. 52,998,000 100 % 66! 
Sales to manufacturers’ own whole- 

sales branches®.............0. 9,952,000 18.8% 10 
Sales to dealers: 

WHE ocak vd cance awa uwde 36.939.000 69.7% 35 

CO” Rare ee 3,740,000 7.0% ‘ 
Sales to industrial users......... 2,367,000 4.5% 20 





1 Inasmuch as some establishments sell to more than one type of customer, this 
figure is less than the total of the figures shown below it. 





2 This report does not show the sales by manufacturers’ own wholesale branches to 
wholesale and retail dealers, and/or to industrial users. 
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One Man in Forty 
and YOU are the Man 


ID you ever stop to think that you are one of the compar- 
atively small percentage of men whose “yes” or “no” 
really matters to American business? 





























Every morning 40,000,000 men start to work— in factories 
and mines, banks, railways, stores and other centers of in- 
dustry or trade. Forty million men turn the wheels that keep 
America clothed, sheltered and fed. 


But only one million of them make business decisions. 
Only one man in forty has the ability, the responsibility or 
the authority to say yes or no in business matters. Hence the 
real managing power of the country lies in the hands of these 
million men—less than one per cent of its total population. 


As a member of this group—this controlling minority— 
you share an important responsibility—the triple responsi- 
bility of wisely liberal purchasing, of generous employment 
and of sane management to hasten the return of general 
prosperity. 

* e «& 


How, you ask, do we know that you are one of the million 
who make decisions for others to follow? Because men who 
read business papers are alert and eager for news of new 
plans, new methods, new equipment. That is why they are 
the men who control affairs. 


A Gly ¥0- 


Tuis SYMBOL identifies an ABP paper... It 
stands for honest, known, paid circulation; 
straightforward business methods, and edi- 
torial standards that insure reader interest... 
These are the factors that make a valuable 
advertising medium. 


THE JEWELERS’ CIRCULAR 
(S THE ONLY JEWELRY PUBLICATION MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 
TWO-NINETY-FIVE MADISON AVENUE-NEW YORK CITY 















Rock Crystal and Silver Vases for Trophies 


New sport trophies are so few that it is an event when a 


departure from the silver cup arrives on the market. T. G. 
Hawkes & Co., Corning, N. Y., just issued a handsome brochure 
illustrating and describing such articles. It comprises beauti- 
ful rock crystal cut flower vases, mounted with sterling tops and 
handles. The combination of silver and crystal is always pleas- 
ing and in this case is quite fascinating. 


Watson Co. Trophy to Florida Becomes 
Convention Golf Prize 


In recognition of increasing business which raised Florida’s 
rating among the States and made Jacksonville one of the out- 
standing bright spots in percentage of gain on the company’s 
sales map, the Watson Co., Attleboro, Mass., presented a 14-in. 
sterling silver vase to the Florida Retail Jewelers’ Association. 
This was awarded as a prize in the annual golf tournament 
of the Florida retailers’ convention in May. 


I. Ollendorff Co. Radio Broadcasts for Jewelers 


One of the most interesting developments in recent years in 
advertising among jewelers is the radio broadcast which many 
of the leading jewelers of the country are now doing, featuring 
some of the most famous motion picture stars. 

These programs are in the form of electrical transcriptions 
with music by the famous Paul Specht Ollendorff Watchmakers, 
which are supplied to interested jewelers by the I. Ollendorff 
Co., Inc., manufacturers and distributors of Ollendorff watches. 

This program is tied up by giving free of charge to cus- 
tomers asking for them an autographed photograph of the 
artists on these programs, which is an effective way of bring- 
ing people into the jeweler’s store. 


Samuel A. Kirby Secures Initial Jerome 
Clock Order 


Samuel A. Kirby, president of the Connecticut Retail Jewelers’ 
Association and a prominent: New Haven jeweler, recently 
placed the first order with Chauncey Jerome, Inc., for an assort- 
ment of fine electric clocks. Though a new organization, 
Chauncey Jerome, Inc., bears the name of a famous Connecticut 
clockmaker who in 1837 first introduced brass clock works in 
America. Here lies a touch of romance, for the original 
Chauncey Jerome counted John B. Kirby, grandfather of 
Samuel A. Kirby, one of his most valued friends and customers. 
Then, as today, the names of Kirby and Jerome were closely 
associated. 


Lindhe Bakelite Break-Proof Watch Crystal 


Now offered to the trade is a break-proof watch crystal, 
of overwhelming advantages, known as the Lindhe Bakelite, 
which is fully protected by patents pending in United States 
and foreign countries. ‘This crystal has already received at- 
tention in various sections and has aroused much favorable 
reaction. Over 5000 test fittings have been made satisfactorily. 

The Lindhe break-proof crystal is manufactured by Henry 
E. Lindhe, Inc., the president of which company is Henry E. 
Lindhe, the inventor. ‘These crystals will be sold through 
the principal material jobbers im the United States. The out- 
standing feature of the Lindhe Bakelite crystal is that it com- 
bines the best qualities of both the glass and the “unbreakable” 
types. The crystals are water-white, highly lustered, per- 
fectly domed, hard, tough, and when fitted they stay in the 
bezel. Bakelite crystals do not discolor with age nor to ex- 
posure to sunlight; they do not shrink, chip nor pop out. 

Scientifically and mechanically the resinoid material of which 
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the crystals are made possess interesting characteristics. Bake- 
lite crystals are not affected by ordinary chemicals, or reagents 
such as alcohol, acids, acetone, or body chemicals. 


“How Much Silver” Cabinet 


As a part of the “How Much Silver” Campaign, which the 
1847 Rogers Bros. Division of the International Silver Co. has 
recently launched, there comes something entirely new in silver- 
ware containers—the “How Much Silver” Cabinet. 

Around the exterior, extend decorative moulding finished in 
antique hand-burnished gold. The interior and top are covered 
with a Moire silk with tassels of antique gold silk. Imported 
jade-like ornaments adorn the cover. 

The cabinet is especially designed to accommodate the pieces 
recommended by the ingenious chart case on the jeweler’s 
counter. The latter, it will be remembered, shows in order 
of importance the pieces of silverware prescribed for the correct 
table, along with prices and other valuable information to 
guide the customer. 

Although there is no specific mention made about the con- 
tainer in connection with the selling of the silverware from 
the chart case, there are many customers who will wish some 
sort of a chest either for gift purposes or for their own con- 
venience. Hence the introduction of the cabinet. 


Blue River Diamond Rings 


Announcement of a new line of diamond rings has just been 
made by the Fifth Avenue Platinum Shops, Inc., 15 W. 47th 
St. New York. Fifth Avenue Platinum Shops is a subsidiary 
company of the Gruen Watch Makers Guild. 

This new ring line is featured in advertising of the com- 
pany as “Blue River Diamond Rings.” As part of the pro- 
motion of the new ring line the Fifth Avenue Platinum Shops 
are offering jewelers a window display with all initial orders. 
This display is made up of several unusually attractive pieces 
done in champagne velvet, blue leather and wood. 

“This ring line was designed with the motive of presenting 
for public approval and purchase articles of perfected quality 
at standard prices,” said R. W. Johnston, managing director of 
the company. “The uncertainty as to the relationship of price 
to value in the selection of diamond rings—which has long been 
a mystery to the public—is entirely eliminated by the definite 
assurances of quality and value and the response has been most 
gratifying.” 


Bluebird Diamond Syndicate Announces 
Nationwide Distributor Organization 


Bluebird Registered Diamond Rings, which for years have 
been intensively merchandised in the Middle West, will now 
be given aggressive national representation. 

Announcement has just been made by the Bluebird Diamond 
Syndicate of the expansion of their distributor organization 
to include seven widely known wholesale houses. This move 
links together some of the most successful wholesalers in the 
country, and is to have a strong influence upon the jewelry 
industry. 

Bluebird distribution henceforward will be in the hands of 
the following: I. Alberts’ Sons, Inc., Boston; E. Bastheim Co., 
Los Angeles;. Bauman-Massa Jewelry Co., St. Louis; S. H. 
Clausin & Co., Minneapolis; A. G. Schwab & Sons, Cincinnati; 
Stein & Ellbogen Co., Chicago; Maurice J. Walsh, Ltd., Toronto. 

Plans for national advertising of an unusual type have al- 
ready been completed and will start early in the Fall. Adver- 
tisements will feature the registered ring idea of which Blue- 
bird was the pioneer. 

At a meeting held in Chicago recently to complete plans 


(Turn to page 111) 
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This 


COMMUNITY 
ANNOUNCEMENT 


means 


IMMEDIATE SALES 


This sweeping revision in Community Plate prices means instant 
vitality in Silverware selling. Broadcast by dominant national adver- 
tising, it is reaching the customers of every Community dealer. This 
is news women are eager to hear, ready to act upon! It means buying! 
Tie up with the nation-wide advertising. Use the special merchandis- 
ing pieces Community is supplying all its dealers. Remember—millions 
of women are being told they can buy Community Plate at the low- 


est prices of this generation. 


COMMUNITY PLATE 


Leadership in Design Authority 


CIRCULAR July, 1981 
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Millions of women all over the country will see this four-color full-page advertise- 
ment which appears first on page 2 of the July 4th issue, the Saturday Evening Post. 
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— ABSOLUTELY NEW 
SPORT PRIZES 
Crystal and Sterling 


Mounted 
Trophy Vases 











HAWKES 


on each piece 





Copper Wheel Hand Engraved 
(Not Etched) 












These trophies were de= 
signed to be useful as 
well as ornamental and | 
their use as flower vases | 
will appeal to everyone. | 










A striking novelty feature are the re= 
movable inscription shields. These 
shields can be removed for engrav- 
ing by turning button to the left. 


° G ood 
New York Office 
542 Fifth Avenue 
Pacific Coast Office , 
643 South Olive St. 
Los Angeles 


Makers of Rock Crystal aie for Over Half a Century 














Illustrated booklet will be sent on request. 


HAWKES @ CO. 
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The illustration at the right shows 
Carl F. Dombrofski, manager of 
Meiners - Jeweler, Hackensack, 
N. J., displaying china and silver- 
ware with the same decorative de- 
sign. “We find customers are 
pleased with the idea,” says Mr. 
Dombrofski. 








Selling China 


and 


ilverware 
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Ensemble Has Customer Acceptance 


4d 
W. believe that more 


sales of both chinaware and silver can be made if the 
two are associated in the minds of prospective customers 
and where opportunity is offered to show matching pat- 
terns, it proves a decided advantage,” declared Carl F. 
Dombrofski, manager of Meiners Jeweler, 229 Main 
St., Hackensack, N. J. 

“So far as our experience has gone, we find that women 
customers are pleased with the idea and are quick to re- 
spond to the suggestion that when they buy silverware, 
they also include chinaware which will carry out the en- 
semble idea. 

“To develop this plan properly and successfully re- 
quires care and considerable discernment on the part of 
the dealer for it demands that he study the patterns in 
china, glass and silver that are available and select those 
which conform one to the other or can be used in com- 
bination. However, as far as silverplate and china are 
concerned, the problem has been greatly simplified by one 
American manufacturing concern (Oneida Community, 
Ltd.), which has produced articles in both silverplate 
and china in exactly the same designs. But where the 
glass, silver or china comes from different sources, the 
jeweler must be able to show just which designs in each 
are appropriate in combination and why. 

“Our plan in offering merchandise of this kind to the 
public has been to first show the chinaware in our win- 
dow displays and then later to show both the china and 
silver at once. We gave over our window space to this 
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method for two weeks and are well satisfied with results. 

“We find that by calling public attention to silver, 
china and glassware in direct association that we gain 
prestige and sales. Dishes are certainly just as necessary 
as silverware and the displaying of all three in their 
proper relation will arrest public attention.” 

The Meiner store does not provide opportunity for a 
table setting display because of limited space, but the rela- 
tion of china and silverware is impressed on customers 
by neatly arranged counter and window displays. 

In order to attract more attention to this method of 
selling, Mr. Dombrofski sometime ago, staged an exhibi- 
tion at the Y. M. C. A. rooms in Hackensack, after first 
sending out invitations to a selected list of prospective 
customers. 


Ding April he was surprised and 
pleased at a request from the Woman’s Club of Hacken- 
sack to give another exhibition. Needless to say he ac- 
cepted the chance with most gratifying results. 

In discussing this exhibition he says: ““The Woman’s 
Club took charge of the details of the exhibition aside 
from the actual demonstration and lecture. Arrange- 
ments were made to use the Elks Club and the home 
garden department of the Woman’s Club provided the 
flowers to decorate the tables. 


“We arranged with well known manufacturers of 
(Turn to page 105) 
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China and Silver Ensemble 
(From page 103) 


silverware and glassware for them to send on the 
table equipment and also obtained just the right table 
linen from a New York manufacturer. This, by the 
way, is an important detail which should not be over- 
looked. Then we arranged with the Public Service Corp. 
of New Jersey to have Ada Bessie Swann, director of the 
Home Economics Department of the Public Service Radio 
Cooking School give the lecture. Following her address, 
she invited the women to ask questions as to the proper 
arrangement of the tables. A formal dinner table com- 
plete with sterling silver, an informal table setting and a 
buffet service were displayed and discussed. 

The Woman’s Club did the promotion work and the 
fact that over 150 interested people attended demonstrates 
how well the public responded.” 

“What about direct sales results?” 
Dombrofski. 

“That, of course, is a rather difficult question to answer 
but I do know that since the exhbition we have seen 
many new customers in the store,” he answered. 

“How about the cost of such a display?” we questioned. 

“That was only nominal. The Woman’s Club, the 
manufacturers of the silver and glassware and Miss 
Swann gave their services without charge,” he replied. 


we asked Mr. 





Calendar for Coming Gift Shows 


With the beginning of the Gift Show season, buyers in 
all sections of the country are arranging trips to these 
important merchandising events and renewed buying ac- 
tivity in the wide field of artwares, novelties, lamps, china, 
glassware and sundry decorative furnishings and personal 
accessories is predicted. 

Here is the calendar of the shows: 

June 15-20—Pacific Coast Gift and Art Show, Alex- 
andria Hotel, Los Angeles. 

July 6-11—Pacific Coast Gift and Art Show, Palace 
Hotel, San Francisco. 

July 6-17—Chicago Lamp Show, Palmer House, Chi- 
cago. 

July 6-18—Showing of lamps, merchandise mart, Chi- 
cago. 

July 20-24—New Orleans Show, Hotel Roosevelt. 

July 26-31—Atlanta Gift Show, Atlanta-Biltmore 
Hotel. 

August 3-8—Gifts, Artwares and Novelties Associa- 
tion Show, Merchandise Mart, Chicago. 

August 3-8—National Gift and Art Association Show, 
Hotel Stevens, Chicago. 

August 3-14—Eastern Manufacturers and Importers’ 
Exhibit, Palmer House, Chicago. 

August 17-22—Kansas City Gift Show, Hotel Balti- 
more, Kansas City, Mo. 

August 24-28—National Show, Hotel Pennsylvania, 
New York. 

August 24-28—Art-in-Trade Show, New Yorker Ho- 
tel, New York. 

August 31-September 5—Philadelphia 
Hotel Benjamin Franklin, Philadelphia. 

August 31-September 5—National Show, Hotel Adel- 
phia, Philadelphia. 
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THE BIGGEST VALUE 
EVER OFFERED 


Three Piece Set—Mirror, Hair Brush and Comb 


$50.00 





Gold finished Bronze Boudoir three piece Sets with Sterling 
Silver Enameled inserts decorated with Jade, Carnelian, Rose 
Quartz or Lapis Motifs; also Sets with beautiful hand painted 


Ivory Miniatures. These Sets can be ordered in Pastel Tints 
to blend with the Motifs over an attractive Engine Turning and 
in Spotted Jade, Lapis or black opaque Enamels. 

We are equipped to make these Sets at a price unheard of 
before. The quality is Second to none and carries the finest 
finish ever produced. Place your fall orders now to insure 
prompt Delivery. 


KING'S ENAMEL & SILVERWARE, INC. 
7 WEST 45th STREET NEW YORK CITY 
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PLACE PLATES and SHORT LINES 


Bohemian Crystal 








£9 
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COMPLETE ASSORTMENT ON HAND FOR IMMEDIATE DELIVERY 





105-107 Fifth Avenue PAUL A, STRAUB & CO. 





LEXINGTON DESIGN 


A 194 Bowl 
12 inch 
14 inch 
16 inch 

1600 Candle 

1034 inch 

12 inch 

14 inch 

16 inch 














THE PAIRPOINT 


CORPORATION 
New Bedford, Mass. 


43-47 West 23rd St. - - + - New York City 
150 Post St. - + + = = = San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 


SILVER-PLATED 
HOLLOW WARE 


PEWTER 


PRIZE CUPS—TROPHIES 
FINE ARTS—LAMPS 
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BAVARIA 
TIRSCHENREUTH 





















New York 














The Growth of Gift Shows 


Just who conceived the idea of a gift show or a mer- 
chandise show is not known. Europe, though, many years 
ago started holding fairs in the important centers of trade. 
From these fairs, one of the most important being the 
semi-annual or annual fair at Leipzig, came the idea for 
the shows of many kinds held in the United States today. 


The main idea of a fair, a market or a show, call it 
what you will, is that of cooperation among the buyers 
themselves and between the buyers and the manufacturers. 
Then comes the idea of the possibility of contrast of many 
lines of merchandise all under one roof. The advantage 
of being able to make comparisons of values and merchan- 
dise in a space small enough or rather compact enough 
so that the ideas of comparison can be carried from room 
to room is far better than when merchandise is viewed 
in a show room in one part of the city and mentally com- 
pared with merchandise in another part of the city, as is 
often the case in cities where show rooms are maintained. 


The length of time given to a show all depends upon 
the number of buyers who attend. Since Chicago is a 
natural geographic center, the Eastern Manufacturers 
and Importers Exhibit at the Palmer House has given 
great consideration to the buyers able to attend this show 
by making it a two-week show so that buyers all over 
the country can attend, as a longer time is needed to 
reach Chicago and also to enable all the buyers to reach 
Chicago and go over the displays in a calm and unhur- 
ried manner. In the local shows such as those held in 
Boston and New York, one week is sufficient, while Chi- 
cago requires two weeks. The location of the city in 
which a show is to be held depends upon its size and 
accessibility with respect to certain territory. For in- 
stance, Boston is the natural center for the New England 
and New York a natural center for the whole country. 
A hotel to house the show is selected for its spacious 
rooms with up-to-date accommodations, ventilation, heat, 
and lighting, high ceilings and so forth. The fewer floors 
necessary to carry the complete display of exhibitors, the 
better, as it is less fatigueing for the buyers. The idea 
of adjoining rooms which make it easier for the buyer 
to wander around is very good. 


There are two seasons for shows. Spring shows are 
held, showing merchandise which must be ready for 
Spring and Summer and imported for Fall delivery. Sum- 
mer shows offer the merchandise for the holiday trade. 


Shows today have come to be more and more appre- 
ciated by the jewelers for the reason that they give them 
the opportunity to keep in touch vith new developments 
within the trade and what is produced each season. They 
also help the jewelers to keep in touch with up-to-date 
methods of merchandising. Jewelers have come to look 
forward to these semi-annual shows because they are given 
a chance to get together and discuss new developments. 
“A room being provided for that purpose under the di- 
rection of a leading merchandiser for the jeweler, who 
is ever ready to assist and guide those jewelers just start- 
ing a gift department.” ‘Then there is the manufacturers’ 
side. He, too, likes these shows for the reason that he 
is able to present his goods to buyers of the whole coun- 
try in a short space of time, thus saving expense to all 
concerned. 
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OBLETS .. . eye appeal: and price 

appeal . . . an excellent means of 
increasing your clientele and speeding your 
turnover. 


No. 7662 line, decorated ‘‘Majestic’’ rock crystal, care- 
fully and expertly done. Best grade all crystal chalice 
bowl on slender, fancy, shapely stem. No. 7653 line, 
decorated ‘‘Marco,"’ silvery plate etching, bordered 
with platinum in harmony. All crystal; tall, graceful 
shape; carefully designed spiral stem; bowl flared but 
symmetrical. No. 7643 line, decorated “‘Vernay.”’ Ritz- 
Blue bowl with crystal stem and foot; low Old English 
shape combining quaintness of Fifteenth Century with 
modern smartness; platinum encrustation that stays 
bright and shining . . . a high-priced metal brought 
to a salable price level. 


MORGANTOWN GLASS WORKS 
Morgantown, W. Va. 


Our representatives cover the country 
















July, 1931 





THE JEWELERS’ CIRCULAR 














A 








Announcing STRONGHOLD |¥ 


A NEW RING GUARD 
THAT WILL ENABLE YOU TO 
MAKE MORE RING SALES 





















2 
OPN mA“ “ag 
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FOR BABY RINGS 
A practical feature that al- 
lows for growth. Sell chil- 


dren’s rings large and - 
14k. solid gold ring guard vent loss with a Stronghold 














(Patent No. 1809045) of ring d. The guard cannot come off 
unusual design. Perfectly Excellent quality. Rapid the ring. The ring cannot 
resilient, fits snugly on ring seller. come off the finger. Amaz- 
and insures a comfortable Put up on card of six—two ing sales—complete satis- 
fit. Designed for Men’s, sizes of assorted colors. faction. Sold on cards of 
Women’s, and Children’s 1 dozen in assorted sizes 
rings. and colors. 


ORDER THROUGH YOUR JOBBER 
HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 


NEW YORK, U. S. A. 

















A TRIO OF PROFITABLE NEW ELGINS 





HERE ARE FIFTEEN NEW MODELS WITH INCREASED MARK-UP—SEND US YOUR ORDERS FOR 


At Reduced Cost with Higher Markup 





——— — 


No. 444—CONSUMER $29.75—LIST $26.40 





PROMPT SHIPMENT 


LOUIS SICKLES 


1015 CHESTNUT STREET PHILADELPHIA 
DISTRIBUTOR OF ELGIN, WALTHAM, HAMILTON AND ILLINOIS WATCHES 


























Maiden Lane Outing Club Frolic 


One hundred and forty members and guests of the 
Maiden Lane Outing Club attended the ninth annual 
outing of that association at the Elks’ Club, Oakwood 
Heights, Staten Island, Saturday, June 6. 

At about 11 a.m., a baseball game was started on the 
club field, while the remainder of the merrymakers ran 
up below par scores on the Tom Thumb golf course. The 
afternoon was spent in quoit hurling, bowling, potato 
races, three-legged and sack races. 

A steak dinner was served in the banquet hall of the 
club at 6 p.m., where the prizes were awarded. The 
banquet finished, an hour of entertainment followed. 

The committee in charge of the program of the outing 
included E. G. Flint, Jr., chairman, Sam Breger, Ross 
Donaldson, Sol Gordon, Julius Knapp and John Wirth. 

Next year’s committee will be headed by John Wirth, 
and will include Tom Sayre, Carl Beresford, Ted Coorts, 
Cy Rubin and Harry Kip. 





Jewelers Meet at New Britain 


New Britain, Conn., June 8.—The Connecticut Re- 
tail Jewelers’ Association held its 18th annual convention 


at the Shuttle Meadow Country Club, Wednesday, June 





3, with more than 50 retailers present and representatives ° 


of many of the important manufacturing concerns of New 
England in attendance. The day was given over to a 
golf tournament and the two convention addresses and 
the business meeting followed the banquet. 

The two speakers were Charles T. Evans, secretary of 
the ANRJA, who discussed the present activities of that 
organization and Paul W. Monohan, sales manager of 
the Watson Co., Attleboro. 

Officers were elected as follows: Don H. Johnson, 
Clark & True, Middletown, president ;O. Worden Snow, 
Ansonia, vice-president ; Sturman F. Dyson, New Britain, 
reelected secretary and treasurer. Board of Directors: 
C. C. Costello, New London; James Burgess, Derby; 
Clifford Wilson, Norwich; W. C. Hawley, Bridgeport ; 
Alfred Bond, Hartford; Emil Webber, Meriden; Frank 
Keon, Willimantic; Samuel A. Kirby, New Haven; C. 
Howard Daley, Danbury; George Spaar, Torrington; 
R. J. Atwell, Middletown; Robert Benedict, Norwalk; 
George H. Dyson, New Britain; Oliver Markham, Deep 
River. 





New Chapter of Gemological Institute 


SAN Francisco, June 5.—A number of well known 
retail jewelers having previously become sustaining mem- 
bers of the Gemological Institute of America met June 
4 at the Hotel Savoy in this city and organized a chapter 
of the Institute to be known as the Northern California 
Chapter with the following membership: Shreve, Treat 
and Eacret, San Francisco; H. Morton and Co., Oak- 
land; Noack & Harger, Sacramento; Chas. Haas and 
Sons, Stockton; W. R. Burke, Berkeley; Geo. Baudler 
and Co., Vallejo, and A. G. Prouty, Napa. From this 
nucleus the chapter will be gradually increased by invita- 
tion. 





A. H. Pond, president of A. H. Pond, Inc., Syracuse, 
N. Y., is now in Europe on a business trip. 
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RAINBOW CORDIALS 





These Fascinating Cordials Are in Rainbow Colors 
and Have Crystal Stems. 


Manufactured, Imported and Stocked 
EXCLUSIVELY BY 


F. PAVEL & CO. 


Own Glassworks 15 West 37th St. Telephone 
BOR-HAIDA Wisconsin 
Czechoslovakia New York, N.Y. 7-8791 

Representatives: 
J. W. Bakster, Suite 1509, Merchandise Mart, Chicago, Ill. 
W. F. R. Turner, 437 So. Kenmore Ave., Los Angeles, Cal. 























Do You Know 


that the ophthalmometer is vitally important 
and extremely useful not only in regular astig- 
mia but in 


Amblyopia, Anisometropia, Incipient 
Cataract, Aphakia, Irregular Astigmia, 
Nystagmus? 


OPHTHALMOMETRY 


By E. LEROY RYER 
SHOWS WHY and HOW 


No more pitfalls. Ophthalmometry made 
simple and precise 


Price $3.50 a Copy 





Published by 


The Optical Journal and Review 
239 W. 39th St., New York 
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INITIAL RINGS 


IN THE 
LATEST 


SWS \/ j 
ST le ( 


36/513 


FAST 
SELLING 
ITEMS 








BIRTHDAY 


36/510 
BEST 






36/512 


















36/514 
INITIALS PROMPT 
DELIVERY 
ASSURED 


36/502 
to make quick profits by 
pushing this popular cus- 
tom of wearing Initial rings 





@ 


Full-cut white diamond, 5 point, set, $5.00 extra. 
Fraternal Emblems may be added to these initials. 


Sextzer Bros. 


MANUFACTURING JEWELERS 
AND IMPORTERS 


80 NASSAU STREET, NEW YORK 





Write 
for 


Illustrated 


Price List 
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So the head chef 
cooked her meal 
himself 


_— little lady. The doctor 
had said, ‘‘ Your food must 


be cooked just a certain way.” 
And here she was in a big hotel. 
She called the manager and told 
him. He sent for the head chef 
and the head chef cooked her 
food himself. 


Just a little extra service, per- 
haps not worth telling. But it's 
one of the things that bring 
people back again to United 
Hotels. Of course our rooms are 
bigger... our closets larger... 
our cafeterias low priced. All 
that counts. But it’s that extra 
effort to please that really sets 
people talking. Try us... then 
you'll understand. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY’S only United ....The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
TT ae | ere The Olympic 
WORCESTER, MASS..0.00scccccccess The Bancroft 
a, ar The Robert Treat 
PATERSON, N. J..--+-- The Alexander Hamilton 
TERNTON, Mid. v.ccccccsssveces The Stacy-Trent 
STARDISBURG, PA. op ccccccccsce The Penn-Harris 
SEE icn'b'0000s 680osees The Ten Eyck 
SPRAGUE HED, cccccccccaceons The Onondaga 
DETERS EE: Ws 6.0.00 040 cb senwwed The Seneca 
NIAGARA FALLS, N.Y. ...+-seeeeeee The Niagara 
ROME boc vades te bis nodes pene The Lawrence 
PI ID ora vecesekcce nevus The Portage 
SE EN i 55-6 6:5: 5'er0is wale see para The Durant 
MMEAS CHET; MD. 006s cccccceser The President 
a a nee El Conquistador 
GAN SRANCIBCO, GAL. «0.065600 The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
NEW ORLEANS, LA. ......--eeees The Roosevelt 
NEW ORLEANS, LA. .....ccccccees The Bienville 
WORONTO, ONT. 000 sccccces The King Edward 
NIAGARA FALLS, ONT. ........-.00- The Clifton 
WEMDOOR, ONT. 66060000005 The Prince Edward 


KINGSTON, JAMAICA, B.W.1I.. The Constant Spring 


—— > 


















Merchandise Market 
(From page 99) 


for the campaign which is to “break” this Fall, the following 
well known members of the jewelry industry were present: 
Otto S. Lieberman, Joe Carr and Carl Kruse, Bluebird Diamond 
Syndicate; Max Alberts and Harold Alberts, I. Alberts’ Sons, 
Inc., Boston; Leo G. Bauman and T. Huesgens, Bauman-Massa 
Jewelry Company, St. Louis; Ed Bastheim, E. Bastheim Com- 
pany, Los Angeles; Lloyd Pattee and William R. Cooper, S. 
H. Clausin & Company, Minneapolis; Julian Schwab and Louis 
Lange, A. G. Schwab & Sons, Cincinnati; Albert L. Ellbogen 
and Joseph S. Stein, Stein & Ellbogen Company, Chicago. 





New Revere Clock Co. Catalog 


The new catalog of the Revere Clock Co., Cincinnati, Ohio, 
illustrates 41 floor, wall and mantel models in its line of Tele- 
chron-motored strike and chime clocks. 

An outstanding feature of the Reveres now being offered to 
dealers is the variety of finely-made timekeepers at sensation- 
ally low prices. In this classification is the Colonial Model, 
which is the most inexpensive Revere ever manufactured. 
Colonial is a tambour in Honduras mahogany with lacquer 
finish and inlaid lines and an etched numeral dial. 


Wahl Company Announces Special Engraving 
Feature for New Pens and Pencils 


The Wahl Company, Chicago, has announced that advertis- 
ing featuring the new Eversharp Doric pens and pencils will 
call attention to the fact that the owner can have his initials 
engraved on the clips in an especially designed Doric letter. 
A. A. Herschler general sales manager says that on such jobs 
the Wahl Company will make the jeweler an allowance of 25 
cents to recompense him for the work involved. There will 
also be additional engraving business on Doric items from 
stationers, who are not in a position to do this work. In such 
cases, the engraving allowance received by the stationer from 
the Wahl Company will be passed on to the jeweler. The 
first national advertising featuring the new Doric line ap- 
peared in The Saturday Evening Post for June 13. 





Radio Publicity for O-B Rings 


The Ostby & Barton Co. has inaugurated a Radio publicity 
campaign for O-B Rings and jewelry. This campaign is 
limited for the time being, at least, to the New England States. 
Stations: WNCA—Boston, WICC—Bridgeport and New Haven, 
WLBZ—Bangor, will be used. It is estimated that these sta- 
tions are heard in over eight hundred thousand New England 
homes and, of course, some scattering families for many miles 
outside of New England hear programs from these broadcasts. 

The programs are planned to stimulate ring business in 
general, for the retail jeweler, especially during the graduation 
gift and wedding season of June. The programs will also 
continue featuring O-B Rings during July and August, urging 
the consumer to turn to his retail jeweler as his “gift counselor.” 





New Telechron Electric Clocks 


Many new Telechron electric clocks have been announced 
by the Warren Telechron Co., Ashland, Mass. The addition 
of these clocks makes the Telechron line the most complete, 
both in design and price range, in the company’s history. A 
notable feature of the new models is a decided trend toward 
high-quality clocks at lower prices. 

An important change in the Telechron line is the production 
of the popular “Apollo” Model No. 357 in colors. This mod- 
ernistic clock, designed by Harry Richardson, was introduced 
last year in black beetle and chrome metal. It is now also 
being offered in ivory, green, blue and red. An adaptation 
of the “Apollo,” called the “Diana,” is also being offered in 
the same colors but with a Lumite translucent dial il!uminated 
by means of small electric lamps which distribute an even 
glow over the entire dial. As an additional feature, this 
clock is provided with a rheostat for controlling the intensity 
of the light, to meet the requirements of individual users. 
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Know what’s new— 
several months ahead! 


From all the important markets of Europe 
and Asia—22 countries in all—7,000 manufac- 
turers bring new merchandise to the Leipzig 


Trade Fair this fall. 


At the Fall Fair—August 30th to September 
3rd—you see what more than 1,000 manufactur- 
ers in your line have to offer in precious metals, 
jewelry, clocks, watches, arts and crafts. 


Most of the new goods and the new lines at 
Leipzig have not been shown anywhere else 
before. New trends which originate at Leipzig 
travel throughout the world. 


Exhibits are grouped so that comparisons are 
easy and time is saved. You can usually deal 
directly with the manufacturer in arranging 
prices and in having merchandise styled to your 
own specifications. 


Hundreds of American buyers already know 
that there are profits at Leipzig—95% of the 
American buyers who once go, go again. There 
is a distinct price advantage in buying at ~ 
Leipzig today! 


A total of 125,000 buyers from 72 countries 
will go to Leipzig this fall. 


This is your invitation to attend the Fall Fair. 
Every convenience is provided for your trip— 
both en route and at Leipzig. Use the coupon 
below to secure more detailed information. 


Kindly let us know which lines interest you 
most. 


LEIPZIG 


TRADE FAIRS 


For 700 years the world’s greatest markets 








LEIPZIG TRADE FAIR, INC. 
10 East 40th Street, New York City 
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Jewelers’ Settings and Solders 
Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 





Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 














BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 


CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 
ings, Earrings and_ Bracelets 
Ladies Stone Ringe 
at the right price 
Sold through Wholesalers only 


81-33 Governor Street 


R 
Diamond Mountings 


Newark, New Jersey 





Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 











HENnY RUFEISEN-¢ 
MANUFACTURERS OF 
DINCS OF#QUALITY 


Factory and Main Office—126-128 South Street 
Chicage Office, 31 N. State St. 





Send for Samples 


TAGS =, 


INKLESS 
ALL COLORS 


ARCH CROWN MFG. CO. 


81 Warren St. Newark, N. J. 


Originaters and Patentess 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry S:. 


NEWARK’S HOUSE 
COMPLETE STONE SERVICE 
DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 





Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








L 


G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
$91 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 





sTERNSEt 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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of New Different : : 
WRIST WATCH STRAP 
































Made of beautifully tanned calf- 
hide hand-boarded—ostrich—al- 
ligator—lizard and = snake 
(grain). Long wearing. Exceed- 
ingly popular. Rich, attractive 
colors. Plated buckle that can’t 
tarnish. 


A One Piece End 
That Can’t Split 


The end of the strap is made 
in one piece that absolutely can- 
not split or fray. The absence 
of all stitching makes the Chica- 
goan the most unique wrist 
watch strap put on the market 
in years. Now being used by 
Illinois and other famous 
watches. Split Proof Straps are 
covered by Patent No. 1799868. 





“STITCHLESS 
SPLIT- | 
PROOF 

WATCH 
"STRAP 


eee eee, 
price 


150 eal 


g £ACH 
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This new, improved 
watch strap — the 
Chicagoan—for only 
$7.50 per dozen with 
buckles. Write di- 
rect to the manufac- 
turer, or to your 
local jobber. This 
strap is protected by 
the patent ap- 
plied for. 
Prices the same 
from all job- 
bers, as we 
maintain a 
standard price. 


Made 
Without 
a Stitch 


No matter how 
long the Chicagoan 
is worn, the end 
will never split or 
rip. Amazing new 
manufacturing 
method eliminates 
the necessity of 
stitching. 


Guarantséd 


The Chicagoan is guar- 
apteed to wear and re- 
tain its beautiful new 
appearance for ONE 
FULL YEAR. The end 
of every strap is abso- 
lutely guaranteed 
against splitting. The 
Chicagoan must satisfy. 





with 20% DISCOUNT. 


tion. 


SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 10K Montana Agate. Send for CATALOGUE 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 








154 NASSAU ST. 





WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 


BEekman 3-0396 


‘NEW YORK 
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. ‘acs r 
GRAND CENTRAL 
TERMINAL 


* i ¥ > 


An atmosphere of quiet dignity 
pervades the Hotel Lexington. 





Here one lives luxuriously yet at 
rates that promote real economy. 
Its convenient locality, perfect 
cuisine and excellent appoint- 
ments meet your every demand. 









For One Person 
$350 _ $4 . $5 ‘ $6 


For Two Persons 
Only $1.00 Additional, Any Room. 


Each with private bath (tub and shower) 
circulating ice water, mirrored doors 











HOTEL 
LEXINGTON 


| LEXINGTON AVENUE AT 48th ST., NEW YORK CITY 


Frank Gregson, Manager J. Leslie Kincaid, President 


Direction of American Hotels Corporation 
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Jos. B. Bechtel & Co., Inc. 


Wholesale Distributors 
of 
Du Pont-Viscoloid Company’s 
Boudoir Accessories 








No. 91610 Madelon Per Set $26.60 


These sets come in Pearl, Rose, Maize and Jade, 
prices less Jewelers’ Circular Discount. 


All other designs for the Fall of 1931 are 
ready for distribution. Ask for illustrations. 


Announcing— 


The “PA TRICIAN” 


WEDDING RING 


A new series in 18K white gold. 


a =? mis 
Xe) +8 ms 
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} 





Seeee © ...-.. (RETAILS $7.50)..... EACH $5.30 
Sraam & .....: (RETAILS 8.00)..... EACH’ 5.75 
Sivas BS ...... (RETAILS 6.00)..... EACH 4.25 
Semwew © ..... (RETAILS 6.50)..... EACH 4.80 
Seeee © .c.ees (RETAILS 9.00)..... EACH 6.35 


OUR REGULAR CATALOG DISCOUNT APPLIES 
TO THE ABOVE LIST. 


THE SAMUEL WEINHAUS CO. 


720-722 PENN AVE. 
PITTSBURGH, PENNA. 

















WANTED 


Jobbers and Material Houses 


To handle our line of Leather Wrist Watch Straps. 

New attractive prices. Special packing. 

Watch Straps Made in Genuine Leathers, Assorted Colors 
and Grains. 





Write for samples and prices 


Apex Leather Goods & Novelty Co., Inc. 








72 N. 4th St. Philadelphia, Pa. 
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=. 


ESTABLISHED 1888 


Grafner Bros. 


Wholesale Jewelers 


DIAMONDS 


Assortment and Values 


818 Liberty Ave. (2nd Floor) 


ee ei i elie ee le ie elie ei ee ie ie et ae a ee sme meer 


PITTSBURGH, PA. 
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Wholesale Jewelers Hold National Convention 


Name of Organization Restored to Original Form, Trade Practice Rules Approved, Inter-Trade 
Relations Council Urged and Officers Re-Elected at Chicago Meeting 


CHICAGO, June 6.—With the election of 
all officers and the restoration of their 
original name the wholesale jewelers’ or- 
ganization closed a very interesting and 
profitable two days convention here yes- 
terday afternoon. It will be recalled that 
at their convention last year a consolida- 
tion with the Wholesale Jewelers Trade 
Association was effected and the word 
“trade” was added to the original name. 
By unanimous vote yesterday the name 
was restored to National Wholesale 
Jewelers’ Association. 

Officers elected for the ensuing year 
are: President, Jacob Engel of J. Engel 
& Co., Baltimore; vice-presidents, George 
Gambrill, Eisenstadt Mfg. Co., St. Louis 
and A. C. Possin, Boszhardt-Possin Co., 
Milwaukee; immediate past president, A. 
C. Becken, Jr., A. C. Becken Co., Chi- 
cago; treasurer, L. P. White, L. P. White 
Co., Philadelphia; secretary, George A. 
Fernley, and assistant secretary, H. R. 
Rinehart, Philadelphia. Members of the 
executive committee to serve two years 
are Wm. F. Broer, W. F. Broer Co., 
Toledo; Arthur E. Manheimer, Man- 
heimer Watch Co., Chicago; George 
Kleitz, B. Kleitz & Bro. Co., Wilmington, 
Del.; Robert L. Coates, L. P. White Co., 
Philadelphia; Charles A. Moore, Moore, 
De Grazier Co., Dallas, Texas; Leo 
Bauman, Bauman-Massa Jewelry Co., St. 
Louis. 

The sessions were held in the Lincoln 
room of the Edgewater Beach Hotel. The 
theme that ran through the proceedings 
of Monday was that of the retailing 
wholesaler and provision has been made 
to make his path anything but pleasant 
to travel in the future. This discussion 
was started by an address delivered by 
H. L. Carpenter, Providence, who talked 
in parable, paraphrasing that of the lion 
in the skin of an ass. 

In opening the morning session on 
Thursday, President Engel delivered his 
annual address and discussed conditions 
in general and those in the industry as 
well as giving an outline of the associa- 
tion work. 

Other splendid addresses at this session 
were made by Thomas Temple Hoyne, 
financial editor of the Chicago Herald- 
Examiner on “The Business Outlook” and 
Clyde O. Bedell, director of sales and ad- 
vertising, Butler Brothers, on “Your Job 
With The Retailer.” He urged the whole- 
saler to work with the retailer and laid 
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down seven fundamentals that would aid 
in the success of any retail store. First 
is to secure fast turn over by selecting 
wanted items and speed investment in 
proportion; second display the greatest 
amount of merchandise possible; third, 
have price range to suit customers, ap- 
pealing to all classes; fourth, make the 
store friendly and interesting, easy to 
buy in. In this he included store appear- 
ance and personnel; fifth, apply selling 
energy all day, both tacid and active; 
sixth, have control figures so the store 
will be what it is intended to be, a profit 
making machine. Last he _ suggested 
buying frequently and modestly. 

In the afternoon of Thursday talks 
were made by Silas Reagan, of the Bald- 
win-Miller Co., Indianapolis on “The 
Distribution Problem.” R. B. Dehnert, 
Stein & Ellbogen Co., Chicago, spoke on 
“Factors Which Tend To Minimize Net 
Profits.” Henry F. Stecher, v'ce-president 
of the American Nation Retail Jewelers’ 
Association, who urged the wholesalers 
to participate in the formation of an in- 
tertrade relations council as proposed 
by the organization he represented. Most 
of the afternoon was devoted to a dis- 
cussion of the trade surveys being made 
by the Department of Commerce of the 
Federal government, which were ex- 
plained in some detail and _ illustrated 
with charts by E. C. Sheeler, chief, Spe- 
cial Trade Studies Section of the depart- 
ment. 

Thursday night was the occasion of the 
annual banquet at which President Engel 
acted as toastmaster and some splendid 
addresses were made. 

Friday morning was devoted to hear- 
ing and discussing reports of committees 
on conditions surrounding distribution of 
various lines handled by the wholesaler. 
The discussion of the report on American 
watches, submitted by A. C. Becken, Jr., 
took up the greater part of the session. 

Friday afternoon following the talk by 
P. J. Coffey, who told of the work of the 
National Jewelers Publicity Association, 
Secretary Fernley read the Trade Prac- 
tice Conference rules as finally revised 
by the Federal Trade Commission, and 
following a brief discussion they were 
unanimously endorsed. Other committee 
reports were then read and approved. 

The report of the resolutions commit- 
tee was read by Louis Sickles, Philadel- 
phia. The resolutions adopted accepted 
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the principal of established resale prices 
and endorsed the Capper-Kelly bill; 
placed the organization on record as fav- 
oring modification and revision of the 
anti-trust laws and Clayton act, declar- 
ing that they are now antiquated and of 
no use in business today, rather a handi- 
cap to business; endorsed the Inter Trade 
Relations Council as proposed by the 
American National Retail Jewelers’ As- 
sociation in principle and hoped for the 
success of the plan and urged revision of 
the National Bankruptcy law. 

President Engel then explained that 
contrary to custom of former years the 
executive committee had discussed the 
location of conventions in 1932 and 1933 
and on account of the celebration of the 
200th anniversary of Washington’s birth 
in the city of Washington next year it 
was proposed to hold the convention there 
in 1932. This was accepted by the con- 
vention and they also endorsed the action 
of the committee in a tentative acceptance 
of the invitation to hold the convention 
of 1933 at the Edgewater Beach Hotel 
here during the Century of Progress ex- 
hibition. 


Annual Meeting of Chicago 
Jewelers Association 


CuIcaco, June 9.—The annual meeting 
and election of officers of the Chicago 
Jewelers Association, and the first golf 
outing of the organization for this year 
was held today at the Twin Orchards 
Country Club, where members were 
guests of the Straus National Bank & 
Trust Co., through an invitation of Frank 
M. Hickok, formerly manager of the 
Chicago office of the National Jewelers 
Board of Trade, and now vice-president 
of this company, in charge of the trust 
department. : 

The day was ideal for golf and over 
75 members and guests competed for the 
20 prizes offered by the association. 
Gordon Petersen presented the prizes. 


Following dinner and entertainment, 
the awarding of prizes won during the 
day, officers for the ensuing year were 
elected as follows: President, Albert C. 
Becken, Jr., vice-president, Louis G. Buss, 
treasurer, Howard Shaeffer. Directors, 
H. Paul Juergens, Harry Radix, M. J. 
Kelley, G. L. Petersen and William 
Schlossman. 
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Discriminating 
Women 
Prefer 








WATCHES with 
individuality and 
smartness in their beauty 
of design. Women are searching 
for and are always captivated by the 

-nthusiastic loveliness of the Platinum, 
tviawoond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 
Quotations prompily given. | 
REINER & BERKOW, INC. | 


44 West 48th St. New York | 
Telephone: Bryant 9-9259 | 
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CASH 
for your Scrap Gold 


Turn your old jewelry, 
polishings, sweepings 
into cash ~ full value. 


Our check will be sent to you 
promptly. 


> SPYCO <« 


Smelting & Refining Co. 


MINNEAPOLIS, MINNESOTA 
51 SO. THIRD STREET 






















A New York Bank for JEWELERS 


Tue Market and Fulton Office of the Irving 
Trust Company has been associated with the 


jewelry trade for more than half a century. 


Because its officers keep in constant touch 
with changing business conditions and because 
they are thoroughly versed in the banking re- 
quirements of the jewelry trade, this Office is un- 
usually well equipped to serve as “a New York 


bank for jewelers.” 


MARKET AND FULTON OFFICE 


IrnviNG TRusT COMPANY 


150 WILLIAM STREET 





Corner of Fulton 





New Tool for Attaching 
Watch Bracelets 





J. A. K. Web Tipping Plier 


is used to facilitate insertion of silk, leather or metal 
watch cordlet into fastening clip. With the use of this 
plyer, the jeweler may easily and quickly fit the cordlet 
to any wrist, thus speeding the sale and giving absolute 
satisfaction. The cordlet is slipped into the plyer, the 
clamp taking in the frayed edges, and is cut to desired 
length. Then the plyer is closed, automatically tipping 
the ends of the cordlet with metal tip. The cordlet is 
easily inserted into the fastener clip and will not pull out. 


Price $2.50 
Manufactured by 
J. A. K. CORPORATION 
305 East 45th St. New York 

























New York State Retail Jewel- 
ers’ Convention 


BINGHAMTON, N. Y., June 2.—At the 
22nd annual convention of the New York 
State Retail Jewelers’ Association held at 
the Arlington Hotel, May 27, 28 and 29, 
the following officers were elected: Presi- 
dent, Leroy M. Campbell, Canandaigua; 
vice-president, Samuel Feldman, Brook- 
lyn; secretary, E. Lathrop Sunderlin, 
Rochester; treasurer, E. M. Baringer, 
Gloversville. The executive committee 
includes Jacques LeRoy, New York; 
Charles C. Ward, Yonkers; Russel G. 
Scheer, Rochester; John O’Dea, Buffalo; 
J. Arnold Wood, Poughkeepsie and L. S. 
Davis, Binghamton. 

On Wednesday, the first day of the 
convention, addresses were heard from 
retiring President McNeil, Edwin F. 
Lilley, president of the A. N. R. J. A.; 
Charles T. Evans, secretary of the na- 
tional, and Alexander Vincent, secretary 
of the Sterling Silversmiths’ Guild. 

On Thursday Wilson Streeter, chair- 
man of the Legislative Committee of the 
National association opened the session 
with an outline of the conditions sur- 
rounding the proposed sales tax. Arthur 
Mudd, of the Remington-Rand Business 
Service, Inc., spoke on “Credits, Collec- 
tions and Stock Control.” 

Felix H. Levy, counsel for the National 
association, spoke in detail on “The Re- 
tailing Wholesaler.” 

Mr. Levy explained in full detail the 
extensive work which has been conducted 
by the National Association since the an- 
nouncement on Jan. 1, 1931, of its pur- 
pose to submit the subject to the Federal 
Trade Commission for investigation and 
action. 

He stated that on May 5, with Mr. 
Streeter, as chairman of the National 
Association’s Legislative Committee, he 
as its counsel, had personally appeared 
before the proper officials of the Federal 
Trade Commission at Washington, and 
submitted a large mass of material in 
support of the Association’s complaint, 
and had made an oral argument on the 
legal and economic aspects of the sub- 
ject. Among the material submitted, 
were petitions of endorsement signed by 
hundreds of retailers and by manufac- 
turers and wholesalers. 

Mr. Levy then explained the legal 
rights of individual retailers, pending the 
final action of the commission. 

He also discussed the closely related 
subject of Resale Price Maintenance by 
reading to the convention actual examples 
of announcements issued by important 
corporations of which he was counsel in 
which they announced suggested resale 
prices and declared that they would re- 
fuse to deal further with any customer 
who failed to observe such prices. 

Thursday evening was given over to 
the banquet and dancing in the ballroom 
of the hotel. Retiring President McNeil 
was presented with a beautiful watch. 

On Friday the reports of the standing 
committees were heard. Emil Scheer, in 
presenting the report of the nominating 
committee, of which he was chairman, 
said that the usual precedent of nominat- 
ing the vice-president for the presidency 
had not been fo‘lowed as Mr. Feldman 
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had declined, saying that he felt that at 
present he had not sufficient time to do 
justice to the office. John Drake of the 
National Jewelers’ Publicity Association 
spoke on “The Jeweler and his Oppor- 
tunities.” 

Resolutions adopted pledged loyalty to 
the National association; opposition to 
counter organizations; endorsed the inter- 
trade relations council plan; condemned 
“wholesale-retailing”’ and recorded ap- 
preciation of the efforts of the National 
Jewelers’ Publicity Association. 


The Jewelry Trade Club Golf 
Tournament 


The first 1931 golf tournament of the 
Jewelry Trade Club, Inc., formerly the 
Jewelers’ Luncheon Club, was held May 
20 at the Broadmoor Country Club with 
52 contestants and a total of 85 attending 
the dinner. Jerry Richheimer, chairman 
of the social committee, was in charge of 
the tournament. 

First prizé was won by Harold Minor 
of the Manufacturers’ Trust Co.; second 
prize by Tobey Stern of Jacques Kreissler 
& Co., and guest prize by John Wirth 
of the Harvey Clap Co. 

Interesting opinions were expressed 
during the course of the day as to gen- 
eral conditions in the trade. Walter 
Lamp] said that “if everybody would 
carry on as usual, play golf as usual and 
enjoy themselves as usual, as the mem- 
bers of the Jewelry Trade Club are doing 
and as evidenced by this first meeting, 
business would soon be as usual.” 

Continuing, he said: “The Jewelry 
Trade Club has set an excellent example 
for not only others in the jewelry indus- 
try but for all industries, for it is a fact 
that as soon as we step out of and change 
our regular method and mode of living 
and doing things, we help adverse busi- 
ness conditions. Let us all get back to 
normal.” 

The second golf tournament of the club 
will be held on June 17 at the Metropolis 
Country Club, Westchester. 

On June 15, the club was two years 
old. Its dining room and lounge occupy- 
ing the penthouse at 20 W. 47th St., is 
the daily luncheon rendevous for from 
50 to 60 of 86 members of the club, and 
according to President Leonard Katz, the 
membership will soon number 100. 


Prices of Silver Bars 
U.S 


Government New 
London Assay Sell- York 


Date Official ing Price Official 
Mae OD ccceuis 12% 29% 27% 
EM BR nin duns 123 28% 26% 
LO er 12 +5 28% 26% 


is | ee 13 ¥5 28% 26% 


“Platinum: A Thumbnail History’—a 
fascinating booklet recently issued by 
Sigmund Cohn, New York. This bril- 
liant, popular treatise traces the origin, 
discovery and use of platinum from 
antiquity down to the present day. It is 
especially notable for its many human 
interest anecodotes and its simple style. 
The booklet itself, containing this com- 
plete “short-story” of platinum is avail- 
able upon a request directed to Sigmund 
Cohn, 44 Gold St., New York City. 


117 





Edward O. Otis, Jr., New Secre- 
tary of N. E. M. J. & S.A. 


PrRovIpENCE, R. I., June 10.—S. H. 
Garner, president, has announced the se- 
lection of Edward O. Otis, Jr., as execu- 
tive secretary of the New England Manu- 
facturing Jewelers’ & Silversmiths’ 
Association. 

Mr. Otis succeeds the late Woodward 
Booth who was secretary for many years. 


Jewelers Fire Insurance Co. 
Meeting 


MILWAUKEE, June 8.—The officers and 
members of the board: of directors of the 
National Jewelers’ Mutual Fire Insur- 
ance Co. will hold a meeting on July 8 
at Village Chenequa, on Pine Lake, Wis., 
where they will be guests of the presi- 
dent, Wm. Upmeyer, at his beautiful sum- 
mer home there. Officers and directors 
of the Wisconsin Retail Jewelers’ Asso- 
ciation have also been invited. 


24 Karat Club Outing June 16 


The annual outing of the 24 Karat 
Club of New York will be held this year 
at the Hollywood Golf Club, Deal, N. J., 
on June 16. Jacob Mehrlust, chairman 
of the Outing Committee has announced 
that there will be “plenty of fun for the 
young and for those not so young, for 
the golfers and the non-golfers.” 

The Karateers will leave promptly at 
8.30 a.m. from the bus terminal at the 
Hotel Pennsylvania. 


Manufacturers Hold Golf 
Tourney 


PROVIDENCE, June 3.—Samuel A. Hamin 
was the winner of the gross prize in the 
class A division of the 17th semi-annual 
golf tournament held by the Manufactur- 
ing Jewelers Golf Association yesterday 
at the Wannamoisett Country Club, Rum- 
ford, with a score of 77. The tourna- 
ment proved a big success, 60 players 
participating. 

One gross prize and four net prizes 
were awarded in both classes A and B 
while one net prize was awarded in the 
guest division. Prizes in class A were 
awarded as follows: First net prize, 
Harry Adams; second net prize, H. A. 
Boss; third, F. H. Curran, and fourth, 
L. P. Keeler. 

Winners in Class B were: First gross 
prize, Max Schweinshant; first net prize, 
Charles T. Copeland; second net, Harold 
Andrews; third, G. W. Jenckes, and 
fourth, J. H. Lancor. H. B. Carkin won 
the only prize in the guest division. 

Officers of the Manufacturing Jewelers 
Golf Association for the coming year are 
A. S. Vennerbeck, president; William J. 
Gow, vice-president; Frederick B. White, 
secretary and treasurer. The board of 
directors includes H. D. Baker, Jr., 
Frank R. Budlong, Earl H. Ashley, L. P, 
Keeler, Ceda St. Pierre and F. A. Ballou, 


Jr. 
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Rings You Will Be Proud to Sell 
ALL PROFIT 


NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 
Green or White Gold 


Same Price 
Order on five days’ memo. 
when you have a sale in 


sight. Orders filled same 
day received. 





All emblems and initials 

encrusted on ruby and 

onyx on hand at all times 
in every finger size. 


Display Emblem Cards for 
your window in original col- 
ors free upon request 


OLD RINGS MADE NEW 


We repair and rebuild any ring, also encrust any 
initial or emblem on any stone, or furnish new stones 
in all sizes and shapes. Why not replace the discon- 
tinued or slow selling emblems with faster selling 
emblems or initials? 


Prices Reasonable. 








Prompt Service. Try Us. 


6746—$19.00 List 
HEAVY SHANK 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 
in green gold) 6746—$19.00 List. 


Next size larger stone, $2.00 additional 


BUFFALO JEWELRY CO. 
“The Mail Order Housetothe Jewelry Trade” 
501 Washington St. Buffalo, N. Y. 

















Platinum Ring Finding Co. 
9-11 Barrow Street New York 


PLATINUM RING FINDINGS 


FOR THE 
MANUFACTURER EXCLUSIVELY 


LET US SUPPLY YOUR NEEDS 
IN 
DIAMOND MOUNTINGS 
DINNER RINGS 
GENTS’ RINGS 


10% IRIDIUM OR SPECIAL PLATINUM 
“+48 
ASK TO SEE 
KARLAN & BLEICHER, INC. 
GOLD RING FINDINGS © 


LARGEST AND MOST 
EXCLUSIVE LINE 


\ ON THE ~/2 








“ 




















it ARR A Ee TG 
HOTEL 


VICTORIA 


7th Avenue and 5lst St., New York 


IN THE NEW 
JEWELRY DISTRICT 


Hotel Victoria on 5lst Street, corner Seventh 
Avenue, is virtually in the heart of the 
jewelry center. One of the reasons why it is 
becoming headquarters to the trade. 


1000 Rooms, each with private 
bath, shower, ice water, servidor, 


RADIO, and now 


FREE GARAGE 


for parties of two or more 


Rates $3 to $4 single—$4 to $6 double 
S. J. MITCHELL, Mgr. 











iti 


IN THE 
GRAND CENTRAL 
SECTION 


= to everything in New York... railroad ter- 
minals, Tinies Square, Fifth Avenue shops, etc. As 


homelike as thouglr you had planned it yourself. 
Radio in every room. 


$.5-00 300 


PER DAY 
AND UP 


Single rooms $3 to $5 per day 
Double rooms $4 to $6 per day 














~ [MONTCLAIR | ~ 


49th to 50th Sts.,on Lexington Ave. 


NEW YORK CITY 

















S. Gregory Taylor, President 
. Richards, Manager 

















Boston Jewelers Club Outing 


Boston, June 12.—The Boston Jewel- 
ers Club will hold its June Outing on 
June 24 at the Pemberton Inn, Nan- 
tasket, Mass. ‘There will be sports in 
the afternoon, including baseball, swim- 
ming, three-legged races and quoits, with 
a shore dinner in the evening. 


New York Diamond Merchant 
Robbed of $50,000 in Gems 


Detroit, June 1.—Abner Shaw, head of 
the firm of Abner Shaw & Co., and part- 
ner in the firm of Shaw & Davis, whole- 
sale jewelers, 20 W. 47th St., on May 20 
reported to the police that $50,000 worth 
of loose diamonds had been stolen from 
him sometime during the night or that 
morning while he was on the train travel- 
ing from New York to Detroit. 

Mr. Shaw told a JEWELERS’ CIRCULAR 
representative that the gems were carried 
in a hand bag which he kept beside him 
in the berth, and that when the bag was 
set on the station platform at Detroit, he 
noticed a knife cut in the side. He 
thrust his hand in the slit, and feeling 
the diamonds to be missing he at once 
reported the loss to the police. The jewel- 
er said that the theft must have occurred 
at some time when he had left the bag 
alone in his berth. 

The loss was completely covered by 
insurance. 


Midtown New York Deadline 


A new deadline, extending from 42nd 
St. to 50th St., and bounded by Fifth and 
Sixth Aves., for the protection of jewel- 
ers located in the mid-town section, was 
established on June 3 by Police Commis- 
sioner Mulrooney of New York. A spe- 
cial squad of 16 plainclothes detectives 
has been organized, called the Jewelers 
Midtown Squad, which will patrol the 
restricted section under the command of 
Acting Lieut. John A. Dineen. 

The Police Department’s action was the 
result of a request made by a committee 
of midtown jewelers. 


Look Out for Him 


The Jewelers Security Alliance has 
issued a warning against a swindler who 
has been passing bogus checks on jewel- 
ers in the Middle West. He is described 
as follows: 40 years old; five feet nine 
inches tall; weighs 160 pounds, smooth 
shaven, well dressed and gives no indi- 
cation of nervousness. 

He passed a check drawn on the Liber- 
ty Bank and Trust Co., of Louisville, 
Ky., the check purporting to represent ex- 
pense money from the Dixie Sales Co., of 
that city. The swindler used the name 
of “C. H. Gregory,” produced a business 
card of the Dixie Co. with his name in 
the corner as its representative and a let- 
ter purporting to have been written by 
the same company, which was a 
forgery. 

Jewelers of Lawrenceville, Ill., and 
Linton, Ind., have been duped by this 
man. 
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10 Years for This Jewel Thief 


John G. Reynolds, charged with the 
theft of about $4,000 worth of jewelry 
from Yeblon & Co., 15 Maiden Lane, New 
York, in February, 1930, was sentenced 
to serve 10 years in Sing Sing prison by 
Judge Collins in General Sessions Court 
on May 14. Reynolds was wanted in 
Cleveland where he jumped bail two 
years ago 

Socrates Canitas, convicted with Rey- 
nolds, was sentenced to an indeterminate 





Platinum Jumps 


50% 


An increase from 
$27.50 to $40 per ounce 
in the official price of 
platinum June 8 has 
been taken as an indica- 
tion that an agreement 
has finally been reached 
among the producers of 
that metal. The official 
price for soft, quoted as 
of May 12 was $23. 

This is a new high for 
platinum this year. Start- 
ing about the first of 
this month, the market 
began to strengthen and 
on June 10, refiners 
were selling platinum at 
the following prices: 
| Se $40.00 
Containing 5 per 

cent iridium.. 43.00 
Containing 10 per 


cent iridium .. 46.00 
Iridium ....... 110.00 
Palladium ..... 21.00 











term of not more than three years in the 
penitentiary. A third confederate, Ed- 
ward E. Domina, pleaded guilty and re- 
ceived a suspended sentence. 


Philadelphia Jeweler Robbed 


PHILADELPHIA, June 8..—W. L. Gsand, 
jeweler at 45 S. 8th St. has recovered 
from the effects of a bandit’s bullet which 
grazed his scalp during one of the bold- 
est daylight holdups in this city in sev- 
eral years. The holdup cost Gsand, whose 
store is only a couple of doors from Chest- 
nut St., a busy corner, $3,500 in loose 
stones. 

Two bandits did the job. One was a 
“lookout,” the other, well dressed and 
young, persuaded the jeweler to show 
him several expensive rings. When 
Gsand turned back from the safe with the 
stones, he faced a revolver and a com- 
mand to drop the gems and put up his 
hands. The robber took two mounted 
rings and two diamonds. He fired a shot 
that grazed Gsand’s head and smashed 
a mirror on the wall. Then he and the 
“lookout” escaped. 
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Great Work of the H. I. A. 
(From page 45) 


created an incentive to the watchmak- 
er to become proficient in his calling 
and to develop his ability. Now, 
for the first time, he can get 
recognition that will tend to differ- 
entiate him as a competent workmen 
from the incompetent of little experi- 
ence, but who nevertheless, calls him- 
self a “watchmaker.” 

The work of the Institute and the 
discussions by it of questions relating 
to the proper manufacture and regu- 
lation of timepieces has tended to dis- 
seminate knowledge throughout the 
jewelry and watch and clock making 
industries that is of vital interest, 
both to the people engaged therein 
and to the public generally. No man 
who has attended the sessions of the 
Institute at Washington can but ap- 
preciate the valuable suggestions, 
which have come from the papers 
presented to it and the discussions 
that have followed them. 

It seems strange that the Institute 
should have had such meagre support 
both from the jewelry trade and from 
the watch and clock industries in the 
decade that it has functioned. Thanks 
only to the public-spirit and self- 
sacrifice of the officers and members 
of its governing boards has it been 
possible to carry on this great work. 
But it has done so despite obstacles 
and even today, with its small income, 
it is not only self-supporting, but it 
is producing results that will pay 
dividends to the industry. 

Many jewelers have accepted the 
work of the Institute thoughtlessly 
without realizing that it was entitled 
to their support. But there is no rea- 
son why this should continue. The 
fact that the Institute has already 
granted certificates to over a thousand 
junior watchmakers and over 500 
certified watchmakers and has created 
a nucleus of good workmen that the 
trade can always rely on should alone 
be sufficient to entitle it to the five 
dollars a year from every merchant 
who has the interest of his trade at 
heart. Jewelers should not only sup- 
port the Institute financially, but 
should aid in the work by encourag- 
ing in every way watchmakers to take 
the examination by the Institute both 
for the junior and certified grade. 

A line to the corresponding secre- 
tary, care of the Bureau of Standards, 
Washington, D. C., will bring the 


inquirer full particulars. 
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To of Unusual Value © | 


that provide a good mark-up and 
an excellent profit. 


This quality and accuracy creates 
customer good-will. 


Many styles in stock to select 
from. 


Prompt attention given to orders 
and best of service assured. 


Serving the trade for 25 years. 


I. TANNENBAUM CO. 


Formerly at 121 Canal St. 


42 W. 48th St. New York 


L4 Baguette Watches ad 


CHAS. GOLD 


is conducting business at 


36 W. 47th St. 
New York 


under the name of 


Ce 


CHAS. GOLD & CO. 


Manufacturers of 


Gold and Platinum Novelties 


A Few Suggestions: 
Cigarette Cases 
Cigarette Holders 
Match Boxes 

Vanity Cases 
Powder Boxes 

Photo Lockets 
Knives 

Cigar Cutters 





Compact Cases 


; BRyant 9-9446 
Key Chains 


Hand Mirrors 
sepa Also e 
Lipstick Holders * 
Check Book Holders Special Order 
Bill Holders Work © 
Key Holders 7 
Buckles 
* 
® 














Wm. V. SCHMIDT CO., Inc. 


“House of Stones” 


WILL CLOSE SATURDAYS 





DURING 
JUNE JULY AUGUST 
22 W. 48th St., New York 


























RINGS 


CHARMS PINS 





MANUFACTURED BY 


SINNOCK , & SHERRILL 
15 Maiden Lane, New York 


PRINCESS INITIAL RINGS 
































SILO’S 
45th St. and Vanderbilt Ave. 
NEW YORK CITY 


ESTABLISHED 1879 


Will Sell At Unrestricted Public Auction 


DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 
Thursday and Friday 
JULY 16 & 17 AT 9:30 A. M. 

BY ORDER OF THE 
PROVIDENT LOAN SOCIETY of NEW YORK 


On View July 13 at 1 P. M. and Until Date of Sale 
Catalogue on request 




















JAMES P. SILO, Auctioneer, 40 E. 45th St., N.Y¥.C. 


























WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 







HO) 0] toma C10) -1B10)\ ir. O10) 


27 SCHOOL STREET 
BOSTON, IMASS. 










WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 






















Abe Feinberg has severed his connec- 
tion with Ansen & Co., 580 Fifth Ave. 

George Knapp, is now with the Pierce 
Watch Co., as New York sales repre- 
sentative. 

Bernard West & Son, Inc., formerly 
at 215 W. 40th St., is now located in new 
quarters at 64 W. 48th St. 

The Cellini Jewelry Co., formerly at 
38 W. 48th St., is now located in new 
quarters at 64 W. 48th St. 


The Gem Diamond Co., Inc., diamond 
importer, has removed from 62 W. 47th 
St., to new quarters in 64 W. 48th St. 

David Zamore, wholesale jeweler, 
formerly at 15 W. 47th St., is now located 
in new quarters in Room 405, 64 W. 48th 
St. 

Jacob Altura, formerly associated with 
the Standard Wedding Band Co., is now 
with the Superior Wedding Band Co., 
Inc., 71 Nassau St. 

Morris Katz, manufacturing jeweler, 
has closed his office at 206 Broadway and 
is now continuing in the jewelry business 
in Los Angeles, Cal. 

Marcus Feldman, diamond jewelry, has 
announced the removal of his establish- 
ment from 1501 Broadway, to larger 
quarters at 562 Fifth Ave. 


Charles Gold, manufacturer of gold 
and platinum novelties, is now located in 
new quarters at 36 W. 47th St., doing 
business as Charles Gold & Co. 

Jack L. Keenan, sales manager for the 
Illinois Watch Co., Springfield, Ill., has 
been making a tour of the central offices 
of his firm in the Eastern territory. 

Archie Cohen, formerly associated with 
the Universal Mesh and Jewelry Co., an- 
nounces the establishment of the Arco 
Jewelry Co., with offices at 48 W. 48th 
St. 

Theodore W. Foster & Bro., Co., man- 
ufacturer of Providence, R. I., is now 
located in new offices and display rooms 
at 500 Fifth Ave., with John T. Kelly in 
charge. 

Joseph Lazarus, formerly a copartner 
in the firm of Lazarus & Davis, 54 W. 
47th St., is now in the wholesale jewelry 
and diamond business with offices at 545 
Fifth Ave. 

Announcement has been made of the 
consolidation of the Artel Co., of New 
York, and the Ralph Ring Co., of Provi- 
dence. The New York show rooms are 
at 307 Fifth Ave. 


Louis Manheimer, of Louis Manheimer 
& Bro., 20 W. 47th St., left June 3 on the 
Europa for an extended trip through 
France and Germany. He will be gone 
about two months. 

A. D. Leveridge, diamond importer, 12 
E. 54th St. and Vaucresson, France, 
sailed back to Europe on June 5 after 
spending a few weeks visiting his friends 
in the American trade. 

Samuel Wein, formerly with the 
Kalisher Mfg. Co., 61 Beekman St., has 
engaged in business for himself with 
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Jewelry News of the 


N EW YOR : Metropolitan District 


quarters in Room 1312, 160 Fulton St., 
trading as Wein & Co. 

Announcement has been made of thé 
marriage of Miss Carolyn Sinsheimer, of 
Mount Vernon, to Walter C. Schuster of 
the firm of M. J. Schuster, 9 Maiden 
Lane. The couple will visit France and 
Germany on their honeymoon. 

Arthur C. McGie, formerly associated 
with Sykes and Strandberg, is now rep- 


1 Ss 


A.N. R. J. A. Petition 


In the campaign which the 
A.N.R.J.A. is waging against 
retailing by wholesalers and 
the proceedings it has 
started before the Federal 
Trade Commission to have 
this practice and its eco- 
nomic effects investigated 
and placed before the pub- 
lic, the Association is ask- 
ing the cooperation of not 
only members but of all re- 
tail dealers to help fight this 
abuse. 





The Association has pre- 
pared a petition to the Fed- 
eral Trade Commission urg- | 
ing official investigation and 
action at once and seeks sig- 
natures to this not only from | 
the retail jewelers of the | 
country but from all other | 
retail merchants. They are, 
therefore, asking their mem- 
bers and well wishers to 
obtain these petitions, circu- 
late them in their neighbor- 
hood and forward them to 
the national headquarters at 
once. Petitions and full in- 
formation can be had by writ- 
ing Charles T. Evans, secre- 
tary of the A. N. R. J. A., 
22 West 48th St., New 
York City. 
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resenting G. C. Hudson & Co., North 
Attleboro, and the McRae & Keeler & 
Co., Attleboro, in the eastern territory, 
with headquarters in Room 1206, 15 
Maiden Lane. 


Charles W. Sommer, president of Charles 
W. Sommer & Co., 527 Fifth Ave., has 
accepted the chairmanship of the jewelry 
division for the 1931 annual Maintenance 
campaign of the Salvation Army. The 
quota for Greater New York is $528,000. 

Morris J. Isgur, formerly a copartner in 
the firm of I. & Z. Jewelry Mfg. Co., 200 
Broadway, has discontinued his associa- 
tion with that concern. Albert Zamoch- 
nick, remaining member of the firm, will 
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continue in business under the same trade 
name. 

Weisberg & Greenwald and E. G. Bek 
Co., Inc., have announced the consolida- 
tion of their gold encasing patents and 
processes, licenses for which will be issued 
in the name of the Bek company. Weis- 
berg & Greenwald have assumed man- 
agement of E. G. Bek Co., Inc. 

Employees of Harry C. Schick, Inc., 
Newark, N. J., enjoyed their 12th annual 
outing at Lake Hopatcong, June 13. 
Athletic events were participated in by 
125 employees, the outsanding feature of 
the outing being a baseball game between 
the married men and the single men. 
Prizes were awarded to winners of the 
various events. 

The baseball team organized by the 
employees of S. Nathan & Co., Inc., 71 
Nassau St., played its first game on June 
6 with a team composed of the jewelers 
of the Harriman building. The final 
score was S. Nathan & Co., 10, Harriman 
Jewelers, 9. The Nathan team has issued 
a challenge to all baseball teams or- 
ganized within the trade. Communica- 
tions should be addressed to Harry Levy, 
manager. 

The Gem Club of New York at a din- 
ner held recently at the Brooklyn Elks 
Club awarded annual prizes to the mem- 
bers scoring the greatest number of points 
in competitive social and athletic events 
during the year. The president’s cup, 
donated by Allen Brown of Alpheus L. 
Brown, was awarded to John Wirth of 
Harvey Clap & Co.; the second and third 
prizes donated by the club were awarded 
to W. T. Robinson, of Chas. H. Conant 
& Bro., and the third prize went to F. O. 
Porter of Marchand Bros. & Co. 

Baker & Co. have opened headquarters 
for a new branch of the business at 62 
W. 47th St. This will be known as the 
New York office of the Electro-Chemical 
Sales Division of Baker & Co., and will 
be in charge of F. A. Croselmire. This 
branch will specialize in handling the 
business of the several electro-deposit 
processes of precious metals of the com- 
pany especially the new rhodium finish, 
but it is distinct and separate from the’ 
Baker & Co.’s office at 30 Church St., 
which remains as headquarters for the 
company’s several products, such as find- 
ings, ring blanks, pin tongs, etc. 

The display of Eduard Van Dam, dia- 
mond importer and cutter with New 
York offices at 475 Fifth Ave., which was 
on exhibition at the International Exposi- 
tion at Antwerp, Belgium, has _ been 
awarded the Diplome de Grande Prix 
for outstanding excellence among _ those 
shown at the exposition in 1930. A simi- 
lar display contrasting the old method of 
diamond cutting with the new, will be 
presented by Mr. Van Dam at the 
Colonial Exposition in Paris. Mr. Van 
Dam has been chosen to serve on the 
committee representing the Belgian gov- 
ernment at the French Colonial Exposi- 
tion. 
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BOHEMIAN CJARNET JEWELRY 


Necklaces, Pendants, Brooches, Bracelets, Earrings, 
Rings, Scarfpins and Beads 


In yellow metal and gold plated. e Low kt. gold and 
heavy gold plated.e 10 or 14 kt. gold if made to order. 


HENRY KLAAS CO., 


_ 58 East Washington St., Chicago, Ill. 











Hand Carved Chinese Jade 


Amethyst, Turquoise Stones artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 









July, 1931 























TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills In mountings. 
New mirrors and steel fittings In Toilet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 


























MCRAE AND SHAW 


7, 0 Of Os @ EO}. 8 39 39. S.) 


Ld 
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Write For Our Profit Sharing Booklet 


ROOM 600 


168 N. MICHIGAN BLVD., 


CHICAGO, ILL. 








A NEW HOTEL IN THE 
HEART OF NEW YORK’S 
JEWELRY CENTER 


HOTEL PLYMOUTH 


49th St.—just East of Broadway, New York 


Every Room with Private Bath, Shower, Circulating 
Ice Water AND RADIO 


Single from $7 .50 Double from $3.50 
H. G. YURDIN, Managing Director FREE GARAGE 




















WATCHES — 
CLOCKS 


For all Rinses 


No brushing—no oily film—no 
muss—no fire hazard—no injury 


Cleans 100%—You’ll be surprised. 
SEND NO MONEY—No. C. O. D. 


Mail your letterhead—we’ll send a generous trial, plus 
a convenient household size Postpaid. If IT “clicks” re- 
mit $1.00. If not pay nothing—You’re the Judge—Prove 


IT by trial. 


Perfect distillation— 
easily recoverable. 


B. F. Crawford Co., Inc. 
10 North First St. 
Terre Haute, Indiana 


Reference any bank, our city 























SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Watch Repairs and Materials :: Quick Mail Service 
93-95 Nassau St. New York, N. Y. 














Platinum and White Gold Shells 





Fr, 
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SAMUEL STERN 


71 Nassau St., New York 
"Phone Cortland 4346 


Manafactures Fine Platinum 
Jewelry—Spectal Order Work 


“Baguette-Like”’ 
Patented U. 8. A. 
Only ring that will mount 


“Changeable Ring’ 
round stones to appear square. . A. 


Patented U. 8. A 
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Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. a 














HAIRSPRINGS 


Go toa epectatnt with your hairspring troubles. 
Just sen alance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 














GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


CHICAGO 





31 No. State Street 




























A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—Illinois—Howard—E 21-J. RB. - 
watches in original cases, at very low p: Price list 


PLONSKY & GREENBERG 
76 Bowery Tel. Dry Dock 7568 New York City 


























John Blaa, associated with Juergens & 
Andersen Co., for the past 10 years, is 
now operating in a new field. 

Art Pisahl, is now associated with the 
C. & E. Marshall Co., representing that 
concern through Illinois. 

Otto Hirt, for many years, credit man- 
ager for Juergens & Andersen Co., is now 
associated with the Credit department of 
The Ball Co. 

John Walaszek, retail jeweler, is now 
located in his new store at 1656 W. 18th 
St. Mr. Walaszek was for many years at 
1608 W. 18th St. 

Meyers’ Jewelry Store have opened a 
branch store at 4759 North Western Ave. 
This concern operate their main store at 
4756 Lincoln Ave. 

Rudolph Seide, is now located in his 
new quarters at 2409 Lunt Ave. Mr. 
Seide, for the past year had temporary 
quarters at 1150 Belmont Ave. 

Charles Hubbard, auctioneer, 10 S. 
Wabash Ave., just returned from Le- 
banon, Tenn., where he spent a couple 
of weeks, conducting a reduction sale. 

The Wolf Jewel Shop, will reopen its 
store at 4802 Broadway, this month. The 
building in which their store was located 
underwent remodeling. 

Jim Tice, Chicago manager for 
Adolphe Schwob, has returned to his 
duties after being confined to his home 
for the past three weeks due to illness. 

Fred Whitney, Chicago manager for 
the Hadley Co., has resumed his duties 
again, after being confined to his home 
for many months recuperating from 
pneumonia. 

Jay W. Rapp, of 261 W. 22nd St., re- 
cently left on a combined business and 
pleasure trip to China. Mr. Rapp, will 
be away for several weeks, looking over 
the markets. 

Louis Berman, who has been associated 
with the Jeffrey Jewelry Co., for the past 
10 years, passed away at his home from 
a heart attack. Mr. Berman died while 
asleep. 

A. Rodelius and his son N. Rodelius, 
have again engaged in the retail jewelry 
business, under the trade name of Rode- 
lius’. They are located in suite 205, 708 
Church St., Evanston. 

The Carl Oesterle & Son, jewelry store 
at 304 Chicago St., Joliet, Ill., was re- 
cently sold to Mrs. J. W. Streib and 
David Goldstone, who will operate it as 
a modified credit store. 

The Randahl Shop, manufacturer of 
hand wrought sterling silverware, recent- 
ly removed offices and shop from 17 N. 
Sheldon Ave. to more spacious quarters 
at 910 West Jackson Blvd. 

Austin W. Follett, production man- 
ager for the J. F. Sturdys’ Sons Co., spent 
several days recently in Chicago visiting 
with members of the trade and Frank 
Moran, their Chicago manager. 

A man is being held by the Chicago 
Police following his arrest on a charge 
of passing a bogus check in payment for 
a $350 diamond ring at the Barnett 
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Jewelry Shop, located in the Edgewater 
Beach Hotel. 

Sympathy is being extended to Ernest 
Block, manufacturers representative, on 
account of the death of his wife. Mrs. 
Block, who had been ill for several 
months, was visiting at the home of her 
daughter in New York when she passed 
away. 

R. E. Temple, southern representative 
for Benj. Allen & Co., is receiving the 
well wishes of his many friends, on ac- 
count of his recent marriage to Miss 
Tyne Hamlin, of Birmingham, Ala. After 
a brief honeymoon the couple will make 
their home at Meridian, Miss. 

Herbert Arnold and Samuel Geman, 
representing Olsen & Ebann, Inc., 209 S. 
State St., were held up recently and re- 
lieved of about $1,000 worth of jewelry. 
These men went to an address on Polk 
St. in answer to a request for a piece of 
jewelry. Their prospective customer 
turned out to be a thief. 

Sympathy is extended to Albert Ell- 
bogen, of Stein & Ellbogen Co., on ac- 
count of the sudden death of his wife, 
Ruth Ellbogen, who passed away on May 
26. Funeral services were held at Furth 
Chapel on May 28, and interment was 
at Rosehill. She is survived by her hus- 
band and two children. 

Friends of R. W. Sheets, president of 
Sheets-Rockford Silver Co., Rockford, IIl., 
will be pleased to know that he has 
sufficiently recovered after a major oper- 
ation to be at his home and able to oc- 
casionally receive executives of the com- 
pany for conference. His convalescent 
period is expected to be brief. 

Miss Edna Mae Tubbs, daughter of 
Mr. and Mrs. Frederick Lorin Tubbs, 
Chicago and Charles D. Peacock, son of 
Mr. and Mrs. Robert E. Peacock, were 
married on June 2, in St. Chrysostoms’s 
Church. The wedding was followed by a 
reception at the Drake Hotel. Mr. Pea- 
cock, is associated in the business of C. 
D. Peacock, Inc. 

In honor of 20 years service with the 
Jeffrey Jewelry Co., a surprise banquet 
was given to Miss Mary G. Stanyer by 
20 friends and fellow associates at the 
Medinah Athletic Club. Miss Stanyer, 
received a number of telegrams from her 
many friends in the trade as well as a 
bouquet of 20 roses in a suitably in- 
scribed silver vase. 

“Billy” Lamb, of the Chicago office, of 
Geo. H. Fuller & Sons Co., accompanied 
by Mrs. Lamb, left recently for Detroit, 
and from there will take the boat to 
Canada, where Mr. Lamb, will combine 
business with pleasure for about 10 days. 
They will leave there for Pawtucket, to 
visit at the home offices before going to 
Eustis, Maine, to visit at the summer 
home of Charles Fuller. 

Wm. G. Lenhart, has again established 
Chicago headquarters on the 11th floor of 
the Heyworth building. Mr. Lenhart, 
represents E. I. Franklin & Co., and calls 
on the wholesale trade in Chicago and 
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Jewelry News Flashes from the 
Great Central West 


the middlewest. This is the third time 
Mr. Lenhart has opened Chicago offices, 
in this particular suite. For the past six 
years he has been connected with the J. 
J. Sommers Co., with offices in New York. 

What is said to be the largest watch 
ever made was recently on display on the 
main floor of Marshall Field & Co. as a 
part of the Jubilee Week display. To 
emphasize the size of the giant watch, a 
very small baguette movement weighing 
one quarter of an ounce was placed along 
side of it. The giant watch is now on 
display in the Chicago office of J. R. 
Wood & Sons, 29 E. Madison St. 

The Golden Roosters of Chicago held 
their regular spring frolic, on May 25, 
in their Barnyard at the LaSalle Hotel. 
The party was well attended with Chan- 
ticleer Montgomery presiding. Following 
the delicious menu, the candidates, Frank 
Newburger, Tom O’Connell, H. L. Hall 
and Leonard Lewy, were initiated. Head- 
liners from the loop vaudeville shows 
helped to make the evening entertaining. 
Following the closing of the meeting, 
many remained to play cards. 

Charles Green, for the past 30 years 
associated with Lebolt & Co., Chicago, 
as designer and head of their diamond 
department passed away at a local hos- 
pital on May 23. Mr. Green, who had 
always enjoyed the very best of health, 
was taken suddenly ill the day before his 
death while attending to duties at the 
store. He was rushed to the hospital, 
but passed away from heart disease. 
Funeral services were held the following 
Wednesday from the Chapel, and inter- 
ment was at Forest Home. 

Franklin Meyers, senior partner of 
Franklin Meyers & Son, 29 E. Madison 
St., diamond importers, announces that he 
has sold his interest in the business to his 
son, Franklin Robert Meyers, and will 
retire from the business on July 1. The 
business will be continued as usual, un- 
der the name of Franklin R. Meyers, who 
will pay all bills when due and collect 
all accounts. Franklin Meyers, Sr., has 
been in the diamond business for himself 
for the past 30 years. He now contem- 
plates making an extended trip to Europe. 


California Gold and Silversmiths 
Association to Meet in San 
Francisco July 6, 7 and 8 


SAN Francisco, CAL., June 10.—The 
20th annual convention of the California 
Gold and Silversmiths Association will 
be held at the Palace Hotel in this city, 
July 6, 7 and 8. The second annual 
Jewelry Trade Show will be held on the 
same dates at the same hotel. 

An added attraction this year will be 
the Pacific Coast Gift and Art Show. 
The Jewelry Trade Show will be held in 
the Rose and Concert rooms on the main 
floor, while the Gift and Art Show will] 
be on the third and fourth floors. 
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THE NEWEST MEMBER 
OF THE V.T. F. ROUND 
WATCHIGLASS FAMILY 


MALI - Ie, MIP 


-« >» HAS GROWN TO 
BE A REAL LEADER 












¢ 
> PER GROSS 


THE PERFECT SHAPED WATCHGLASS. 


ORDER THROUGH YOUR JOBBER. 


HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U.S. A. 
















A 
Mainspring 
Punch-Press 


By 
LOUIS LEVIN 


A\tthough there are different 


pliers obtainable for punching holes in mainsprings, the 
watchmaker is still looking for a device which will 
punch a hole in a mainspring quickly and accurately. The 
trouble with all mainspring punches is that the view of 
the whole punch is very much obstructed and the watch- 
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maker cannot tell whether or not he is punching in the 
center of the spring. It frequently happens that a watch- 
maker will punch several holes in succession, each one 
being to one side or the other, and then discard the spring 
on account of being too short. 

The punch-press shown in Fig. 1 will automatically 
center the mainspring by pressing on the plunger (a). 
The hole is punched by tapping the punch (b) slightly 
with a hammer. The round die (c) has different sizes 
and shapes of holes. It is held in position by means of an 
eccentric lever (d). For punching round holes one does 
not need a guide on the punch. When rectangular shaped 
holes are desired, a guide such as (e) will serve the pur- 
pose very well. The lever (f) tightens the block on the 
punch and is guided by a post (g), which is driven into 
the arm (h). 

The material used for making the main block (Fig. 2) 
is a piece of cold rolled steel, one and a quarter inches 
wide, one-half inch thick, and one and three-quarter 
inches long. With the exception of the length, this 
material is a standard size and comes nicely squared and 
smooth. All the finishing it may need can be done with 
various grades of emery paper. The die recess (a) is 
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made on a faceplate while all the other holes may be 
drilled with ordinary drills. The illustration in Fig. 2 
is actual size and may be used as a templet in laying out 
the holes. 

The upright arm (Fig. 3) is also made of cold rolled 
steel. It may be cut to shape from a strip three-quarters 
of an inch wide and one-quarter of an inch thick. The 
views (a) and (b) are self-explanatory and are shown 
actual size. For the threaded holes a number twenty- 
nine twist drill may be used and threaded with an 8-32 
tap. Ready made screws of this size are obtainable in 
any hardware store. 

The cutting of heavy steel pieces is more or less difficult 
for the average watchmaker. The same size steel which 
was used for the upright arm can also be used for the 
block shown in Fig. 4. A better plan, however, is to use 
regular quarter-inch square stock, in which case one needs 
only to cut it to the right length. After drilling hole (a) 
in the block, it is transferred to the upright arm (Fig. 3) 
by lining up the block and the arm by means of a punch, 
and drilling into the arm with the same drill. 

The mainspring guide, which is shown in Fig. 5, is an 
assembly of several parts. They are all made of tool 
steel, hardened and tempered. The larger the V-block 
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is the better it will be as a guide for the mainspring. It 
is also important that the sides of the V be polished so 
they will easily slide past the edges of the mainspring. 
The holes (»), Fig. 2, are transferred from holes (a), 
Fig. 5, after the entire device is put together. 

The making of the die, Fig. 6, may possibly look like a 
difficult job to one who is not accustomed to doing this 
kind of work. However, if the instructions given here 
are Closely followed, the watchmaker will not find it hard 
at all. It is made of three-quarter inch tool steel which 


THE JEWELERS’ CIRCULAR July, 1931 


| | | FRANCO AMERICAN 
# RECIOUS MET ALS — DIVISION OF BAKER & CO., INC. 
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PLATINUM 


and 


PLATINUM ALLOYS 


FOR THE TRADE 
\ \ 62 West Forty-Seventh Street, New York 
— —=__} Works: Newark, N. J. 
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LEES & SANDERS 


Shipping to England means a 
little delay but it is worth while 
because of the RESULTS. 


SWEEP SMELTERS. 


BIRMINGHAM, ENG. 











is turned to fit the recess in the base. Before making the 
punch holes in the die, it is completely fitted to the press, 
including the eccentric lever for holding it in position. 
With a sharply pointed center punch a mark is made on 
the die to designate the radius of the circle upon which 
all the holes are to be made. ‘The die is then inserted 
in a wheel chuck and with a pointed tool in the slide- 




















rest a circle is scratched on each side of the die at the 
point just marked with the center punch. In order to 
have some rigidity the die must be at least three-sixteenths 
of an inch thick. This does not necessarily mean that 
each hole must be of the same depth. The smallest hole, 
which is to be drilled with a number 8 pivot drill, needs 
a depth of only about a sixty-fourth of an inch. Even 
the largest rectangular hole need not be any deeper than 
a sixteenth of aninch. Therefore, a set of large holes are 
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drilled part way through from the bottom of the die and 
then érilled the rest of the way with a smaller drill of 
the diameter desired. See (a), Fig. 6. All the round 
holes should be broached from the back with a tapered 
broach. The rectangular holes are drifted from the back 
with a tapered rectangular punch made of a hard needle. 
While drifting these rectangular holes, great care must 




















be taken to hold the punch radial with the center of the 
die. 

It is not absolutely necessary to make every punch in 
one piece. All the round punches may be made by in- 
serting a hard needle in the end and finished by grinding 
to the proper diameter with the pivot polisher. The 
rectangular punches are made by driving them into the 
die after it has been hardened and tempered. This will 
give them the exact shape of the hole without going to the 
trouble of milling such small rectangles. 
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Johnson, 


Matthey & Co. 


INCORPORATED 




















offer their new line of 


Trade Mark 


WEDDING 
RINGS 





BLANKS 


Plain, Channeled, Azured 
and Engraved 


in 


“Guaranteed” Platinum 
and Iridium Platinum 


Please ask to see our selection 


15 West 47th Street 
New York City 


Telephone BRyant 9-4645 
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4 GENERATIONS 
of Honest Trading 
YOUR GUARANTEE 


Send in your Old Gold, Silver, 
Platinum, Filled Cases and Opti- 


cal Frames. 
By Return Mail you will get our 
check. 


Full value guaranteed whether 
your lot i$ small or large. 


If not entirely satisfied with our 
offer your shipment will be re- 
turned. 


A Trial Will Convince You 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 
78 Bowery, New York, N. Y. 


hESC EE SIG Oa ae | ; o 
“aS South thira SE” 
MINNEAPOLIS, M INN. 








CIRCULAR July, 1931 


GET MORE MONEY 
WE PAY 100% 





For your old gold, silver, plati- 
num, old filled jewelry, watch- 
cases, optical frames, filings, 
polishings, sweepings, ete. 
We recover all the precious 
metals. 


GET CASH 


We keep your shipment intact 
until our payment is approved. 


S. Neubarth 


NATIONAL PRECIOUS METAL CO. 


Assayers, Smelters and Refiners 
28 JOHN STREET NEW YORK CITY 
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OF 
Precious 


Metals 
Gold, Silver 


Platinum 








IN PLATE and WIRE 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 





PHILADELPHIA, PA. 

















Clock and Watch O:'- 


Notes on a Talk by Ronald Bulkley at the Re ‘ont Meeting 
of the Horological Institute of America 


HE lubrication of delicate mechanisms such as 

clocks and watches, torpedo gyroscopes, aeronautical 

instruments, etc., increases in importance as the 
number and diversity of the instruments produced in- 
crease. Many instruments are ruined and much money 
is lost by the use of unsatisfactory lubricants. 

The following are suggested as criteria by which the 
suitability of a lubricant should be determined: 
Availability. 

Chemical stability. 
Corrosive action on metals. 


ether 


evaporation. 

5. Friction producing properties. 

6. Temperature-viscosity characteristics including the 

properties of the oil at low temperature. 

The oil from the head and jaw of the porpoise and the 
blackfish has for many years been found to conform 
satisfactorily to most of these requirements, but at present 
cannot be supplied in sufficient quantity to meet the de- 
mands; the price of this oil now being in the neighborhood 
of $125 per gallon. The other fatty oils in general, such 
as olive oil, cotton-seed oil, etc., are, as prepared at the 
present time, objectionable on the grounds of chemical 
instability, corrosive action on- metals and the relative- 
ly high temperature—not much below 32 deg. F— 
at which they get solid. The petroleum oils are open to 
the objection that they have a tendency to escape from 
the bearings by spreading out over the plates and bridges 
of the time piece. They are also less effective in reducing 
friction than fa. . “der conditions such as encoun- 
tered in timepieces. 

The most promising sugge. which have been put 
forth to overcome the above diffitu:ties are as follows: 

1. To increase the supply of porpoise jaw oil by 
establishing fisheries or, more properly, whaling sta- 
tions; and by artificially propagating porpoises and 
black fish. 

2. To prevent the deterioration of olive oil, sperm 
oil or some other plentiful fatty oil by the use of 
more scientific methods of preparation or by incor- 
porating a chemical into the oil to preserve its 
stability. 

3. To synthesize an artificial oil which would be 
free from the limitations of fatty oils and mineral 
oils alike. 

4. To use mixtures of petroleum oils and fatty 


Tendency to escape from pivots by spreading or by | 








oils, thus obtaining the benefits of the superior quali- | 


ties of both classes of lubricants. 

5. To treat the plates and bridges of the time 
pieces with a chemical which would prevent mineral 
oils from spreading, thus permitting the use of these 
otherwise satisfactory products. 





John G. Berger, Fort Worth, Tex., was recently 
granted a patent on a method for controlling the winding 
and setting systems, of watch movements. His invention 
provides a simple device for eliminating sleeves and tubes 
and does away with threading in cases in watches as are 
in use at the present time. 
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> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 


Baby Shoes Metalized 
Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 
dependable service and your entire satisfaction with 
each job. 


>SILVERWARE < 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 


10 S. WABASH AVE., CHICAGO 


MOST MONEY 
No Buying Expense 


There is no buying expense to be de- 
ducted from your old gold, etc., sent to 
Hoover for refining. 






































Scientific refining methods produce accu- 
racy and low cost. Add to this, sound 
business practice and fair dealing during 
19 years, and the result is: highest re- 
turns. “Good”, you say. But after all, 
“Tt’s the Amount of the Check That 
Counts.” TRUE, and that’s the very rea- 
son why you ought to send your 
present accumulation of old gold, 
silver and platinum in any form; 
sweepings, sink settlings, fil- 
ings, polishings, to Hoover 
& Strong! 





119 West Tupper St., BUFFALO, N. Y. 


GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 
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B. F. Watch Crystal Blanks 
Eliminate “Hand” Trouble 









CRYSTAL DIAL 


MINUTE HAND 






























to move around. 


270 LAFAYETTE ST. 


They are bent so as to give the “little fellows” 


plenty of room 


Actual cross-section of B. F. CRYSTAL shown in illustration. 
All Popular Styles in Stock 
SEND FOR CATALOGUE AND PRICE LIST 


FEIGIN et SAGNE 


NEW YORK 





THE WASHBURN 
MAGIC NUT 


Security 
Automatic wie for Ear Studs, Scarf Pins, 


etc. 
a) Platinum—18k White 
Pci 18k — 14k — 10k 


14k R. P. — Sterling 


PEARL DRILLING, STRINGING 
and Adjusting a Specialty 


= 


ae Repairing and Special Order Work 
tor Broo, Send for Descriptive Circular 
18 
ye ye Lares C. IRVING WASHBURN 
gmt §™*!! 108 FULTON ST., NEW YORK 











































This building with its equipment and the 
ground upon which it is built, represents an 
investment of over $150,000, and is used ex- 
clusively for training in Watchwork, Jewelry and 
Engraving. 


Always in the front rank! 


BRADLEY HOROLOGICAL 


For those who are 
looking the field 
over for a place to 
get the trade of 
Watchwork, Jewel- 
ry and Engraving 
in a manner that 
will guarantee fu- 
ture employment at 
a splendid salary. 
Address a card to 
Bradley Polytechnic 
Institute, Horological 
Dept. “C,” Peoria, 
Ill., asking for our 
latest catalogue. 








BUY 
AMERICAN MADE 
WATCH OIL 


Nye prepares a special oil for wrist 
watches 


Order from Your Jobber 


WILLIAM F. NYE, INC. 
New Bedford Mass. 






























at 4Q* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoy 
hotel atmosphere 
in New York. 


able 





Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 


44 GOLD STREET NEW YORK 





Non-Tarnishing Flannel 


BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS. 





















The 


Protection Ring Guard 


Holds ring secure and comfort- 
able on finger. Made in all col- 
ors. 14K gold. I doz. assorted 
on a card. 


Pat. Feb. 20, 1917 


Pat May 25, 1920 The Lion Safety Pin Clutch Co. Pat. Feb. 20, 1911 
Method Patented 


20 West 22nd St., New York Pat. May 25, 1930 


May 7, 1929 Pat. No. 1712276 









@ 22 Albany St 


) - White ® 1 9 

igiteranty Finish 

For white gold jewelry. 
P°y*pays the small’ shop— 


Ask for Pays the air sho 
folder W. abc-ntiaien oat 


Jewelers Technical Advice Co. 
New York OTe: 



































WORKSOP WCOITES € QUWIFIRITIES 





Seeeies solution. 

We would appreciate it if you could furnish us with 

a formula for a stripping solution to be used on white 
gold only, or in your estimation is it more practical to 
use solutions such as, Green’s or Hoke’s, etc.? (Question 


No. 4810.) A. L. W. 


Answer.—We would like to know if you actually wish 
a stripping solution as such solutions are seldom used for 
white gold work. It occurs to us that you possibly mean 
a white plating solution and if such is the case we should 
be glad to forward same to you. 


— remover, 

We are just in receipt of a query in which our sub- 
scriber would like to know the best method for removing 
lacquer from silver plate merchandise. (Question No. 


4811.) —W. E. T. 


Answer.—The best method for removing lacquer from 
either sterling or silver plated ware is simply to prepare 
a solution of boiling potash. One pound of potash lye in 
one gallon of water when used boiling hot will quickly 
remove any kind of lacquer. 


Satin finish. 


One of our subscribers asks if we can help him in his 
dificulty in putting a satin finish on bright silver. He 
has been using lathe, buff and tripoli, etc., but has been 


unable to secure satisfactory results. (Question No. 
4812.) A. R. K. 


Answer.—Your best method for producing a satin fin- 
ish on bright silver will be to use a wire brush. We are 
using in our shop a brush that is about five inches in 
diameter which we made up of music wire 0.007 of an 
inch in diameter. While we made the brush for a 
special purpose at the same time we do not believe that 
you would have any difficulty in obtaining a similar 
brush from your supply houses if you indicated wire of 
the above diameter. In the event that you are unable to 
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obtain a suitable brush we should be pleased to advise 
where you can obtain suitable wire and instructions for 
making the brush. 


‘Fening gravers. 
In attempting to pivot staffs I am experiencing great 
trouble getting gravers to cut enough to center the old 
staff for drilling. I harden my gravers by cooling rapidly 
in water after bringing to a cherry red color. What 
hardening process will make them “glass hard”? My 
gravers seem to take hold on other parts of staff such as 
collet shoulder, but fail to bite on pivot? (Question No. 
4813.) C. J. W. 


Answer.—Your method of hardening gravers is abso- 
lutely OK and we could not improve on the process. 
However it is possible that you are not using a good 
grade of steel and your one recourse in this case is to 
try various grades until you find the proper steel to use. 
You should also bear in mind that quite often pivots 
are a trifle too hard and, of course, in such cases the 
graver would fail. You could have a special diamond 
graver made which would take care of all kind of jobs 
regardless of the hardness. 


Patching watch dials. 


We have a query from a firm in the South asking 
how to proceed to refinish a dial with a “milk finish.” 


(Question No. 4814.)—B. N. Inc. 


Answer.—The term “milk finish” is rather indefinite 
as various firms have trade names which do not actually 
describe a definite finish. We assume that your dial is 
a silver finish but quite a variety of effects can be ob- 
tained by the proper application of the silver plating 
solution. If you could send us a sample of the dial it is 
possible that we could give you better directions but, of 
course, cannot guarantee to do this. A regular silver 
plating solution when worked at low voltage for con- 
siderable time will produce a dead matte surface. This, 
quite possibly, is the finish you desire. 


Sic iors 


———— 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 10th of 

month. 
Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 





Situations Wanted. 
Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





QUALIFIED RETAIL SALESMAN seeks 
connection. Address ‘J., 6158,’’ care 
Jewelers’ Circular. 





RETAIL SALESMAN, experienced. seeks 
position. Address ‘“E., 6156,’ care 
Jewelers’ Circular. 





“{F YOU ARE IN NEED of a watcnmaker, 


jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 


YOUNG MAN, South Carolinian, high 
school graduate, Re 21, 3% years at 
bench under good watchmaker. Ad- 
dress “A., 5466," care Jewelers’ Circular. 











YOUNG MAN with executive ability 
seeks position as salesman in a repu- 
table store. Address “L., 6159,’ care 
Jewelers’ Circular. 





A-1 WATCHMAKER, German, fast, high- 
grade mechanic; best references; wishes 
position. Address ‘“H., 6166,’’ care 
Jewelers’ Circular. 





YOUNG MAN seeks permanent position 
with reputable store; capable buying as 
well as selling. Address ‘‘C., 6155,’’ 
care Jewelers’ Circular. 





YOUNG MAN wishes to make himself 
generally useful in a reliable wholesale 
or retail concern; experienced. Address 


“G., 6157,’ care Jewelers’ Circular. 





EXPERT POLISHER, lapper and colorer, 
experienced gold and platinum mount- 
ings, wishes steady position. Address 
“H., 6049,” care Jewelers’ Circular. 


TOOL MAKER, first class on jewelry tools 
and dies, seeks connection with reliable 
manufacturer; moderate salary; East 
preferred. Address “F., 5854,” care 
Jewelers’ Circular. 








WATCHMAKER, German, 13 years’ ex- 
perience, desires steady position, any- 
where. August Bockl, 416 Himrod St., 
Brooklyn, N. Y. 


TOOLMAKER, 12 years’ experience in 
jewelry line, wishes to connect with 
reliable firm. Address “P., 6108,’ care 
Jewelers’ Circular. 


TOOLMAKER, 18 years’ experience in 
jewelry line; capable to take charge or 
build up a _toolroom. Address “G., 
6094,” care Jewelers’ Circular. 


YOUNG LADY, BOOKKEEPER, 6% 
years with one concern; full charge; 
best references; moderate salary. Ad- 
dress “O., 6143,”’ care Jewelers’ Circular. 


WATCHMAKER, German, 13 years’ ex- 
perience in high grade repairing and 
new work, desires good position. Ad- 
a “A., 6214,” care Jewelers’ Cir- 
cular. 


WATCHMAKER, first class mechanic, 30 
years’ experience on high grade watches, 
bracelet and complicated watches. Ad- 
— “G., 5926,” care Jewelers’ Cir- 
cular. 


CLOCK AND JEWELRY REPAIRER, 
can wait on trade, trim windows, assist 
on watches, etc. Address G. W. Mar- 
vin, 51 So. Main St., St. Albans, 
Vermont. 


YOUNG MAN, 23, desires position in re- 
tail jewelry store in New York city; 
five years’ experience; best references. 
aaress “‘J., 6168,’ care Jewelers’ Cir- 
cular. 


WATCHMAKER WISHES POSITION im- 
mediately; go anywhere; fully experi- 
enced; references; salary $40 weekly. 
Address P. O. Box 1548, Alexandria, 
Louisiana. 





























Don’t delay—select your salesman 
and put him to work NOW. It will pay. 


JEWELER AND STONE SETTER, can 
do clock repairing, wants position; can 
furnish best of references; South pre- 
ferred. Address “P., 6162,’ care 
Jewelers’ Circular. 


FIRST CLASS watchmaker and jeweler, 
desires a position with a good going 
store; any reasonable offer considered; 
A-1 reference. Address “*S., 6148,” care 
Jewelers’ Circular. 


WATCHMAKER, first class, also jewelry 
repairing; all tools; 12 yearsf store ex- 
perience; best reference; salary rea- 
sonable. Write Ernest Vaillant, 3919 
Barnes Ave., New York. 











EXPERIENCED clock salesman with 
following in New England, New York 
State and New York City; best refer- 
ence. Address “A., 6079,” care Jewel- 
ers’ Circular. 


WATCHMAKER, 25 years’ ‘experience 
with leading American concerns; com- 
petent on all kinds of fine watch work. 
2 Oselius, 27 West 87th St., New 

ork. 


WATCHMAKER, young | married man, 29 
years old, seven years’ experience ; also 
good salesman and window trimmer; 
cone education, W. S. Cocke, Bolivar, 

enn. 


EXPERT WATCHMAKER, front bench, 
26 years’ experience; can take charge 
of store or department; seven years in 
one position. Erich Gruhlke, 715 Wal- 
nut St., McKeesport, Pa. 


WATCHMAKER, 27; first class work on 
all grades of watches; clock and jewelry 
repairing ; capable of waiting on trade; 
will go anywhere; references. R. N. 
Burckhardt, Boscobel, Wis. 


ARTIST-DESIGNER, 27 years’ experi- 
ence in jewelry and medallic designing, 
desires position in New York City; can 
furnish very best references. Address 
“G., 6111,” care Jewelers’ Circular. 


WATCHMAKER, married, capable, well 
experienced ; go anywhere; age 45; last 
employer as reference; a real bracelet 
watch mechanic. . L. Etheridge, 
Demopolis, Ala. 


FIRST CLASS WATCHMAKER, 25 years’ 
experience on Swiss and American 
watches, desires position in New Eng- 
land; first class store only. Address 
“O., 6106,” care Jewelers’ Circular. 


WATCH, CLOCK, JEWELRY repairer, 15 
years bench trained; capable of manag- 
ing store in case of emergency, except 
engraving; reference. Address “Z., 
6091,” care Jewelers’ Circular. 


CREDIT JEWELRY MANAGER, experi- 
enced every branch instalment business; 
excellent on collections, sales ideas, ad- 
vertising; desires position. D. Gross, 
13 Butter Lane, Mt. Penn, Reading, Pa 


BOOKKEEPER, TYPIST, 10 years’ ex- 
perience watch and jewelry concern; 
full charge, trial balances, controls. 
= “K., 6208,” care Jewelers’ Cir- 
cular. 



































SALESMAN, young man, six years’ ex- 
perience in retail and credit jewelry 
stores, seeks connection; best of refer- 
ences. Address ‘‘P., 6184,’ care Jewelers’ 
Circular. 





CREDIT SHOP SALESMAN, capable, ex- 
perienced; at present located in New 


York city; willing to consider out of 
town proposition. Address ‘‘Q., 6146,” 
care Jewelers’ Circular. - 


FIRST CLASS WATCHMAKER, A-1 me- 
chanic, 20 years’ experience, desires 
permanent position, New York or vicin- 
ity. Address “T., 6188,” care Jewelers’ 
Circular. 





CERTIFIED WATCHMAKER, engraver, 
clock and jewelry repairing; age 36, 
single; own tools; 20 years’ experience; 
salary $35 weekly. Address ‘‘T., 6152,’’ 
care Jewelers Circular. 


WATCH, CLOCK AND JEWELRY re- 
pair man desires a permanent position ; 
25 years’ experience; age 50 years. 
Address S. S. Alley, 6 Federal St., West 
Lynn, Mass. 








HUB AND DIE CUTTER, jewelry de- 
signer, with experience on tool work, 
desires position with manufacturing 
firm anxious to forge ahead. Address 
“*O., 6163,’’ care Jewelers’ Circular. 


SALESMAN, WATCHMAKER, | desires 
connection with watch, jewelry or mate- 
rial house as salesman on commission 
basis. Address “N., 6181,” care Jewel- 
ers’ Circular. 





WATCHMAKER, JEWELER, clock re- 
pairer, age 38, 20 years’ experience; 
best reference; will consider all rea- 
sonable offers; go any place. Wesley 
Kinser, 893 Race St., Altoona, Pa. 





RETAIL SALESMAN, young man, thor- 
oughly experienced every phase of busi- 
ness; thorough knowledge of diamonds ; 
finest references. Address “E., 6200,” 
care Jewelers’ Circular. 





DIAMOND, precious and semi-precious 
stone salesman; experienced inside and 
outside; good following in New York 
and vicinity; best references. Address 
““T., 6177,’’ care Jewelers’ Circular. 





YOUNG MAN DESIRES POSITION as 
watchmaker; four years’ experience at 
the bench; also experienced at selling; 
best of references. Address “B.. 6195,” 
care Jewelers’ Circular. 





POSITION WANTED, all-round jeweler, 
setter, jobber, new and special order 
work; married; 25 years at_ bench. 
Carl De Ford, 2421 S. E. 8th St., Des 
Moines, Iowa. 





FRONT WATCHMAKER;; fine work on 
Swiss and American watches; good ap- 
pearance; percentage basis or salary; 
references. Edward Hyatt, 207 W. 85th 
St., New York. 





POSITION WANTED by first class 
watchmaker, 14 4years’ experience; 
married, energetic and reliable; best of 
references. 154 E. Belle Ave., Milwau- 
kee, Wis. 





MANAGER OR SALESMAN for cash or 
credit store desires to make a change; 
36 years of age and married; 15 years’ 
Sepaeeet in every capacity. Address 

, 6142,” care Jewelers’ Circular. 





FIRST CLASS engraver, diamond setter 
and jewelry repairer; best of reference ; 
married; wishes position retail store. 
Sone “A., 6030,” care Jewelers’ Cir- 
cular. 








YOUNG LADY, past eight years with 
watch importing house, wishes position 
as order clerk; also take full charge of 
the foreign end. Address “F, 6201,” 
care Jewelers’ Circular. 








